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If 1 Were a 


Professor of Psychology 


and understood the gentle art of 
“suggestion,” I would talk in a 
delicate, insinuating way about the 
wealth and prosperity of this 
western country, and leave the 
wide-awake advertiser to draw 
his own inference. 

Not being a psychologist, I am 
compelled to come out, open and 
above board, and ask you for your 
business. 

But, there’s great material here 
for the man of suggestion to use. 
For example: 

Eastern bond houses have agents 
scattered all-over the state of 
Kansas selling bonds to farmers. 

Why shouldn’t they? 

Kansas farmers have on deposit 
in the banks of the state more 
than $150,000,000, most of it wait- 
ing for a good investment.. 

They buy land all over the 
country and they buy bonds, too— 
and pianos and automobiles. 

One manufacturer of motor cars 
has sold in the past six months 
more than 300 cars in the imme- 
diate vicinity of Topeka. 

A pretty good basis for some 
“suggestive” copy. 

If you see the point and its ap- 
plication to your business, you will 
hasten to get a line on some of 
the trade that’s waiting for you. 

I believe the Capper Publica- 
tions will carry your message to 
more good customers at a lower 
cost per customer than any other 


combination of papers in the. 


country. 
I have an especially attractive 


offer to make the doubting 
Thomases who are hesitating 
about going after farmer-trade. 

Here it is: 

A circulation of 450,000 for only 
$1.40 per agate line. I don’t be- 
lieve you can buy that quantity of 
agricultural circulation anywhere 
else for the price. 

And I know that you can’t buy 
better circulation at any price. 

The papers are: 

MISSOURI VALLEY FARMER, 
250,000 at $1 per agate line. 


FARMERS MAIL AND BREEZE, 
80,000 at 30 cents per agate line. 


KANSAS WEEKLY CAPITAL, 
60,000 at 15 cents per agate line. 


NEBRASKA FARM JOURNAL, 
60,000 at 10 cents per agate line. 

A total of 450,000—on which I 
make a Combination rate of $1.40. 

This rate is for the summer 
months only. 

I know that there are hundreds 
of men who will read this ad who 
could use these four papers with 
profit. 

If you want “to keep things 
moving” this summer, let me tell 
you more about the good people 
these papers reach. 


Publisher. 


Topeka, Kan., May 4th, 1900. 
My Special Seevanentiaiions are: 
Marco Morrow, Director of Advertising, 
Topeka, Kan.; a Feeley, 1306 Filat- 
iron Bidg., New York City; Justin E. 
Brown, 615 Hartford BI g Chicago, 
Til.; Ss. N. Spotts, 401 Century Bldg., 
Kansas City, Mo. . Laing, 1012 
N. Y. Life Bldg., ” Omaha, Neb. 
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Theodore Roosevelt 
and SCRIBNER’S 


Messrs. Charles Scribner’s Sons have received 
from me the exclusive Magazine and book rights 
in whatever I may write about my forthcoming 
African hunting trip. 

Theodore Roosevelt. 


Just before Mr. Roosevelt sailed he had this to say in an 
editorial in The Outlook. 


“I am about to go to Africa as the head of the Simthsonian expedi- 
tion. It is a scientific expedition. We shall collect birds and mam- 
mals for the National Museum at Washington, and nothing will be shot 
unless for food, or for the preservation as a specimen, or unless, of 
course, the animal is of a noxious kind. There will be no wanton 
destruction whatever. 

“I very earnestly hope that no representative of any newspaper or 
magazine will try to accompany me or to interview me during any 
—— of 5 trip. Until I actually get to the wilderness my trip will 

precisely like any other conventional trip on a steamboat or railway. 

It will afford nothing to write about, and will afford no excuse or war- 
rant for any one sending to any newspaper a line in reference thereto. 
After I reach the wilderness, of course, no one outside of my own 
party will be with me, and if any one pretends to be with me or pre- 
ant to write as to what I do, his statements should be accepted as 
on their face not merely false but ludicrous. Any statement purporting 
to have been made by me, or attributed to me, which may 5 sent to 
newspapers should be accepted as certainly false and as calling for no 
denial from me. So far as possible I shall avoid seeing any representa- 
tive of the press, and shall not knowingly have any conversation on any 
subject whatever with any representative of the press beyond exchanging 
the ordinary civilities or courtesies. I am a private citizen, and I am 
entitled to enjoy the privacy that should be the private citizen’s right. 
My trip will have no public bearing of any kind or description. It is 
undertaken for the National Museum at Washington, and is simply a 
collecting trip for the Museum. It will be extremely distasteful to 
me and of no. possible benefit to any human being to try to report or 
exploit the trip, or to send any one with me, or to have any one try 
to meet me or see me with a view to such reporting or exploitation. Let 
me repeat that while I am on steamer or railway there will be nothing 
whatever to report; that when I leave the railway for the wilderness 
no persons will have any knowledge which will enable them to report 
anything, and that any report is to be accepted as presumably false. 


“TueoporE Roosevett.” 
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HOW UMBRELLAS AND 
TABLE LINENS MIGHT 
BE ADVERTISED. 


MORE SUGGESTIVE LAYOUTS FOR AD- 
VERTISING LINES OF GOODS AT 
PRESENT UNKNOWN TO THE PUB- 
LIC BY NAME—PIONEER OPPORTU- 
NITIES FOR MANUFACTURERS, 








It is always a serious matter to 
a manufacturer when he attempts 
to be a pioneer in advertising the 
line of goods he manufactures. 
Advertising men may smile at his 
doubts and hesitations, but if they 
were putting up the money and 
altering the accepted basis of the 
business in which their fortune is 
tied up, they also would be very 
conservative. 

Consequently, when it comes to 
persuading a manufacturer to step 
out into the light of publicity with 
his goods, the very suggestion is 
apt to induce a little very pardon- 
able stage fright. The advertis- 
ing man who is impatient, sarcas- 
tic and unconcerned about the re- 
luctance of such a manufacturer 
to start an advertising campaign 
only proves his inefficiency and 
irresponsibility. He is a little too 
much like the Mennonite preacher 
who, safely clad in a rubber suit, 
smilingly ridicules the fears of a 
candidate for immersion who is 
clad in light summer mus‘in and 
is asked to wade into a somewhat 
chilly autumn river and keep up a 
smile. 

Many distribution problems and 
matters of price, trade policy and 
similar considerations must be 
carefully worked out to locate the 
proper basis for an advertising 
campaign to the consumer. So 
many pitfalls of which manufac- 
turers can know nothing are 
opened up the moment any adver- 


tising is planned, that able adver- 
tising men are devoutly thankful 
that manufacturers adopt a con- 
servative attitude toward the sub- 
ject, for it is only through a con- 
servative appeal and a conservative 
pian that success, and not failure, 
will come. If manufacturers were 
as enthusiastically eager to adver- 
tise as many advertising men, 
there would be few businesses left 
which could pay for a page in Mc- 
Clure’s without straining. 

But when a thoroughly practi- 
cal advertising man sits down 
and talks the same kind of busi- 
ness sense that the manufacturer 
talks, then the ground is broken 
to make the manufacturer under- 
stand what advertising can do for 
him. 
WHY UMBRELLAS SHOULD BE AD- 

VERTISED 


If someone who had carefully 
studied the umbrella field would 
talk to a progressive manu- 
facturer, he would have a most 
invincible case. He could talk to 
that manufacturer in the most in- 
cisive business language concern- 
ing the business desirability of a 
campaign to the consumer, and the 
manufacturer could not make a 
single .valid, practical reply. If 
ever a fieid was ripe for tilling, or 
ever a berry bush ready for good 
picking, the umbrella business cer- 
tainly affords an enterprising man- 
ufacturer a rare chance. 

Every trade condition is ideal 
for a magazine campaign of ad- 
vertising and a thoroughly ag- 
gressive auxiliary campaign to 
stock up dealers. 

There is no line of goods at 
present so deadly dull as um- 
brellas, and yet umbrellas are 
more universally used, more fre- 
quently bought than hats or gloves 
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or shoes. The distribution field is 
also ideal—there is no end to the 
dealers who do or might sell um- 
brellas. 

And yet with the possibilities 
stretching out extremely far, it is 
a really astonishing fact, when 
you come to think of it, that there 
is absolutely no umbrella at pres- 
ent on the market which bears a 
trade-mark known to consumers. 

The condition of the umbrella 
market is very aptly illustrated in 
the fact that increasing thousands 
are buying the cheapest um- 
brellas they can buy on the theory 
that they don’t last long anyway, 
and that they are easily lost. Not 
long ago a New York newspaper 
gave space to a story about a 
well-known man _ who chatted 
about the umbrella habit. He joc- 
ularly confessed that “all um- 
brellas looked alike” to him, and 
he didn’t doubt he had stolen and 
been stolen from many times, and 
that since most of them were as 
alike and unidentifiable as “two 
peas in a pod,” and were so cheap 
and usually worthless anyhow— 
what was the use of bothering 
your head whether you got Mike, 
the laborer’s, umbrella, or Dick 
Jones, the society man’s, since 
few people nowadays bought um- 
brellas they cared about? 

Here, naively stated, is given an 
insight into the umbrella market 
that should long ago have put an 
umbrella manufacturer in an ag- 
gressive attitude and induced him 
to advertise. 

If you have ever had time and 
patience enough to read and re- 
member local retailers’ umbrella 
ads, you cannot but have been 
amused by the most universally 
monotonous, parrot-like reitera- 
tion of the same story—“paragon 
steel frame, etc.” The word para- 
gon has utterly strayed from its 
meaning—it has even lost its cap- 
italization and remains simply an 
emasculated trade-mark which 
reads like Greek to the consumer. 

The real points in umbrella serv- 
ice, in which the consumer would 
feel interest, are invariably passed 
by, and few manufacturers have 
stopped their unchanged routine 
long enough to take a thoughtful 
view of the umbrella trade from 
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the consumer’s and dealer’s stand. 
point. 

The several smaller evidences 
of progressiveness which have 
cropped out in the manufacturing 
field have made significant enough 
success to demonstrate the wider 
possibilities... The one umbrella 
to-day advertised is the “Name- 
on”-—a Baltimore advertiser who 
sells only by mail, and whose main 
argument is the subsidiary one of 
having your name put on. An. 
other umbrella which folds so as 
to go into a suit-case has been 
advertised in trade papers, etc, 
stocking an extensive list of deal- 
ers; but here again it is a novelty 
and not the main part of the um- 
brella which is featured. 

One Pennsylvania manufacturer 
has gotten so far as to appear in 
one trade-paper ad. He evidently 
became scared as soon as he saw 
himself all alone in the field, and 
ran to cover and has not yet been 
coaxed out. 

Evidence that something radical 
is the matter with the umbrella 
business is shown in umbrella sta- 
tistics of manufacture. In the ten 
years between 1880 and 1890 the 
manufacture of umbrellas in- 
creased from 6,917,463 to 13,771, 
927. This was very healthy and 
excellent, but from 1890 until the 
present time the industry has 
steadily declined in every sense. 
Its value of products has decreased 
nearly $400,000 since 1890 while its 
capital has steadily increased. In 
1890 there were 435 establish- 
ments making umbrellas and 
canes, and ten years later there 
were only 202. To-day there are 
204. The expenses of the business 
have more than doubled, although 
the cost of materials used has 
slightly decreased. 

Umbrellas are forever on the 
bargain counters and the public 
is practically ignorant of qualities. 
Ask the average man what is the 
cloth most serviceable for um- 
brellas and he will be entirely at 
a loss to reply except with a 
guess. The relative merits of 
silk, union silk, or gloria, he does 
not know except a general pre- 
sumption that silk must be the 
best, consequently he asks for silk 
and very frequently gets the cheap 
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Save your money and your temper by getting an umbrella that is built 


for long service, and guaranteed. 

Overton Umbrellas are not like any others made—their rib joints are 
riveted together, not hung with wire that rusts, and lets the rib poke 
through the roof. Overton Umbrellas are 


Sold Under a Money-Back Guarantee 


Any. store where umbrellas are sold will sell you Overton Umbrellas 
with the distinct understanding that if they are not up to our claims, 
you will graciously receive back your money. 

The covering is guaranteed piece-dyed tape-edged union silk—a_care- 
ful silk-and-cotton weave which is more serviceable than real silk and 
far better than so-called silk, which is steel-filled and cracks easily. 

The catch is strong and will not fail to work under the hardest use. 
The handles are put on to stay, not to wiggle loose, and you can select 
from many kinds. One Price Everywhere—$2.00. 


Your Name Put On 


If your umbrella has your name on you 


will save it from loss many times. For 
25 cents extra our dealers will put on your name. 
If your dealer will not get Overton Umbrellas for you, order from us. 
interesting catalogue is yours for a postal. 


An 


United Umbrella and Cane Manufacturing Co., Hartford, Conn. 


AN IMAGINARY 


UMBRELLA AD. 





filled silks which are scarcely 
more serviceable than the plainest 
cotton. 

This ignorance also extends to 
the dealer. Astute department 
store buyers sometimes are well 
acquainted with values but can do 
little else than present the usual 
run of merchandise which they 
find it possible to buy. 


A curious tendency among many 
buyers, as well as dealers, is te 
lay stress on handles, which is 
putting the cart before the horse 
with a vengeance. Many a retail 
store ad contents itself with talk- 
ing about “Paragon” frames and 
then launches into a lengthy eulogy 
on “combination gold and mother- 
of-pearl, sterling silver, horn, 
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fancy carved handles” and similar 
attractions for the ornament lov- 
ing crowd. 

(he road toa fortune lies in the 
production of a vigorous modern 
advertising campaign. If, first of 
all, an umbrella was made worthy 
of a trade-mark, with service and 
quality in every portion of it, and 
if then a standard price of, let us 
say, $2.00 was set upon it and per- 
haps an arrangement made for 
putting on the name of the owner, 
then the manufacturer would be 
ready to begin his campaign with 
the trade through a good list of 
trade papers and some _ prelimi- 
nary direct mail pieces to dealers. 
On securing a substantial skel- 
cton of national distribution, a 
magazine campaign to the con- 
sumer should be most carefully 
prepared and following this a very 
salesmanlike campaign of co-oper- 
ation with the dealer to make 
sales. Within six months’ time 
some very striking results could 
be accomplished. Yet even the 
direct results of a six months’ 
campaign would be but a small 
part of the gain. The manufac- 
turer who is first in the field with 
a vigorous campaign will make 
the all-important first impression 
on the public which will need 
twice the expenditure by another 
manufacturer who starts to com- 
pete. 


THE OPPORTUNITY FOR ADVERTISING 
TABLE LINENS. 


Although of all things in the 
house table linens are one of the 
housewife’s strongest points of 
pride, no advertiser has yet seen 
the opportunity to trade-mark a 
good brand and advertise it gen- 
erally. 

Undoubtedly this is largely due 
to the fact that the best linens are 
as yet imported and the importa- 
tion method has never been a 
strong inducement to advertising. 
Yet there is one concern in New 
York which has ‘just built one of 
the most-up-to-date and expensive 
buildings on Fifth avenue, and has 
made a considerable fortune sim- 
ply by trade-marking its general 
line of linens — James McCutch- 
eon. A few years ago McCutch- 
eon was in a slightly out-of-the- 


way store on Twenty-second 
street, and now occupies one of 
the choicest positions on Fifth 
avenue. 

McCutcheon’s trade-mark has 
been a pioneer in the linen field 
and has reaped much of the ad- 
vantage which might have been 
shared by a general advertiser, 

McCutcheon’s magazine adver- 
tising has been successful, but he 
has not used methods which even 
scratched the surface of possibili- 
ties. 

The general public at present is 
quite without knowledge of table 
linens. The great mass of Amer- 
ican people still buy the cotton 
goods, which from a standpoint of 
practical economy are more ex- 
pensive than real linen. Many 
so-called linens are filled with cot- 
ton and sold as linen through 
general ignorance, lack of trade- 
marks and guaranteed quality. 
Women have no protection except 
the good name of the dealer in 
which they are sometimes mis- 
taken or misled. 

When one enters the dining- 
room of a hostess, one sees about 
him almost nothing which has not 
an advertised standard of value. 
Furniture, china, cutlery, silver, 
all the food that goes on the table, 
and even the padding that goes 
under the tablecloth are at present 
advertised—but not tablecloths and 
napkins. 

Considering the matter psycho- 
logically from the housewife’s 
standpoint, there can be no hesi- 
tation in saying what would be 
her attitude toward a table linen 
advertising campaign. That she 
would welcome an opportunity to 
ask for a brand which would be 
uniform and dependable in qual- 
ity, behind which the manufac- 
turer would stand with a guaran- 
tee, is an absolute certainty. 

Nor is it any less a certainty 
that dealers would welcome the 
opportunity to sell women boxed. 
trade-marked and higher priced 
goods which would yield them 
both a larger profit and give every 
customer more lasting  satisfac- 
tion. Just as it is true that 
dealers would far rather handle 
the National Biscuit Company’s 
boxed and trade-marked products, 
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As a Paying Investment, Buy 


» Ducen 


Table Linens 


. na 
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then your table will always look snowy, 
glossy white, and reflect perfect taste. 


You do not want at any price the cotton and starch filled 


“linens” 


that are offered you, because Queen Table Linens 


will cutlast them 


many times and save you considerable 


money. 

Wear and ironing only bring out the soft beauty of Queen 

damask and patterns. Which is cheaper—a “$2.98” table cloth 

that gets rough, dull and unsightly in several months or a 

Queen Table Cloth at $6.50 which keeps its aristocratic 
whiteness and lustre for almost a lifetime of wear? 

Queen Table Linens are made from a special grade of cul- 

tivated Irish flax which no other importer can offer you, gy 
and are close woven, grass bleached, tastefully designed and Pi 
delicately hemstitched. 

When you come to buy, see that you are given Queen Table 

Linens, neatly boxed and sealed under our trade-mark. Your ig: 
dealer can get them for you—if he doesn’t, write us. All 
sizes, round and square; napkins to match. Let us send you 
a copy of our book, “A Perfect Table.” 


Wapron P. Armstronc & Co., New York, N. Y. 











AN IMAGINARY TABLE LINEN AD. 








it is also true that dealers would 
even more welcome boxed and 
trade-marked linens. 

There is a remarkably fine op- 
portunity for an importer of fine 
napery to educate the average 
American housewife to compre- 


hend the economy of good linens. 
To the knowing housewife it is 
appalling how much cheap, short- 
lived napery is bought—much of 
it by those who are scared at the 
price of linen, but most by those 
who are careless or improvident 
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and do not realize the false econ- 
omy of poor qualities. 

The products of some of the 
painstaking “flax barns” of Ho! 
and, Scotland, Austria or Ire- 
land are of such beautiful tex- 
ture and everlasting quality that 
goods which were made I0o years 
ago are still doing serviceable 
duty, having been handed down 
with pride by a housewife who 
knew quality and bought it. The 
lamentable, bourgeoisie lack of 
taste among great masses of Am- 
erican people regarding such 
things as napery can to a large 
extent be distinctly laid at the 
door of importers who have not 
been aggressive enough to do 
more than take people’s orders, 
who have never made efforts to 
extend their market by educating 
people to appreciate quality and 
true economy. 

In general, manufacturers need 
much more of creative energy in 
extending their markets. The 
manufacturer who has not imag- 
ination enough to analyze and 
study the possibilities of his mar- 
ket and take modern steps to 
realize them is not the manufac- 
turer who will be verv prosper- 
ous in the future. Take, for in- 
stance, a manufacturer such as 
the one who makes playing cards 
and is sending out this slip in 
each package he sells: 

$100,000 IN ADVERTISING. 

More than this is spent annually by 
other manufacturers. We find that it 
pays better to spend our money on the 
quality of our goods, and this is why 
we do not advertise, and why our goods 
are the best and most popular. 

This manufacturer is more like 
the ostrich which hides his head 
in the sand when he desires not 
to be seen than anything else 
alive. Observe the utter paradox 
in his position: he is advertising 
the fact that he doesn’t adver- 
tise, and expecting a sane mortal 
to take him seriously. The manu- 
facturer who believes the public 
will take an argument like this 
is most dubiously mistaken. The 
public knows too well that all 
the best qualities of merchandise 
are advertised, and that this ad- 
vertising arises from confidence 
in his quality and willingness to 
stand behind the merchandise. 


INK. 


THE “HEAVINESS” of 
AMERICAN MAGAZINES, 





Interesting comment on Ameri- 
can magazines is made by Pere 
F, Martin in the Book Monthly 
of London. He says: 

As to the magazine and newspaper 
section of the bookselling trade, the 
Americans have by sheer pluck and 
audacity stormed and taken the markets 
of the Spanish-American Republics, 
flooding the book stores with their huge, 
ungainly Sunday issues and their lum- 
bering, heavy magazines which, faute 
de mieux, and in sheer despair of get- 
ting anything less forbidding, the gen- 
eral reader perforce purchases. 


Commenting on this knock for 
our magazines and their advertis- 
ing, Jeanette Gilder in the “Loung- 
er” columns of Putnam’s remarks: 


Mr. Martin has a real grievance; and 


‘so have we, for never before have we 


heard our magazines called “lumbering” 
and “heavy” as compared with those 
of England. If he refers to their physi- 
cal weight, our magazines are certainly 
heavier than those of England, for they 
carry | ge a the amount of adver- 
tising; but American advertisements are 
set forth in such attractive style that 
some people think that they are the most 
interesting part of the magazines. It 
would not surprise me if our South 
American neighbors were among those 
who felt that way. 


eS SS 
“IDEAL HOMES”—A NEW BOSTON 
MAGAZINE. 


W. F. Smith, the founder of success- 
ful Human Life, has started a new 
monthly called Ideal Homes, beginning 
with May. It will be in the same form 
as Human Life, well illustrated, and 
with very practical matter of interest 
to homemakers. Hiram M. Green will 
edit it, and a thoroughly planned sub- 
scription campaign is on. 


tee" 
EVERY NUMBER BETTER THAN 
THE LAST. 
Co.ier’s, 

; Cutcaco, April 30, 1909. 
Editor of Printers’ Inx: 

Every issue of The Little School- 
master seems better that the last, if that 
is possible. It is so full of live in- 
formation that it seems to me every 
man in business, whether directly in- 
terested in advertising or not, should 
be a reader of the publication. 

Accept my sincerest congratulations. 

A. HAMMESFAHR 


“ART OF FINANCIERING,”’ 
Showing how business men may 
raise capital for business projects 


without recourse to brokers or 
promoters. 


Valuable Booklet Free. 
BUSINESS AND FINANCE PUB. CO., 
119 Nassau St., New York. 
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MAGAZINE ADVERTISING 
PLUS STRONG DEALER 
WORK. 





STEARNS & FOSTER MATTRESS AD- 
VERTISING GREATLY INCREASED IN 
EFFECTIVENESS BY CO-OPERATIVE 
WORK WITH DEALERS—OVER ONE 
THOUSAND NEW DEALERS STOCKED 
INSIDE OF A YEAR. 





By Frank H. Holman. 

The importance of dealer work 
in a magazine advertising cam- 
paign was never so clearly proved 
as in the case of the Stearns & 
Foster Company mattress cam- 
paign. To many national adver- 
tisers the effort to secure new 
dealers and co-operate with them 
is a matter of very secondary con- 
sideration. How mistaken is this 
idea was clearly shown after the 
entre basis of the magazine ad- 
vertising was shifted last spring, 
and the results of the new cam- 
paign were counted up. 

The Stearns & Foster Company, 
it may surprise some advertising 
men to know, is a larger mattress 
mz inufacturer than any five or six 
of its competitors. Nevertheless, 
mattress-making is but a portion 
of its business. It is a ten-million- 
dollar ccncern, and under an en- 
tirely separate business organiza- 
tion conducts a!so the manufac- 
ture of cotton batting and cord. 

The mattress market is in a pe- 
cuwliar condition, due to the fact 
that the grades in cotton felt are 
not at once apparent to laymen, 
and many stores sell mattresses 
as high grades, whereas a few 
months’ wear prove them to be 
the low grades which do not keep 
their springiness. Many are made 
of shoddy and many kinds of 
waste, thus cutt'ng out nearly all 
cost for raw material. To make 
good grades of felt requires care- 
ful work and special machinery. 
As a consequence, the mattress 
field is particularly in need of ad- 
vertising campaigns to st: indardize 
trade-marked articles and give the 
mublic a means of self-protection. 
The Stearns & Foster mattress is 
meeting this reed very ablv. As 
it sells through dealers, while Os- 
tcrmoor mat‘resses are sold very 


largely by mail, it has an espe- 
cially wide field. 

A year or more ago the com- 
pany began to feel that it was not 
getting the maximum benefit from 
its advertising, after an analysis of 
its increase in business and a fair 
computation of the share its ad- 
vertising might be credited w'th. 
It was using the leaders among 
the women’s publications and the 
weeklies. Its advertising in every 
exterior way was excellent, but 
the company was satisfied that the 
basis of operation needed change, 
When the new advertising agents 
took hold they submitted a care- 
ful brief which had much to do 
wth selling conditions and selling 
organization. Analysis of selling 
conditions showed that there was 
much room for improvement in 
making sales and advertising de- 
partments work together, 

It was decided that in order to 
get the best results from the mag: 
azine advertising the dealer would 
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have to be given the most hearty 
and all-around co-operation in 
pushing goods at the exact time 
of the appearance of the ads. It 
was a'so decided that it would not 
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do to ask dealers to push only 
Stearns & Foster mattresses; but 
that they should be furnished con- 
crete evidence that the Stearns & 
Foster Company was directly in- 
terested in their general sales as 
well. 

It became evident that the great- 
est effect of magazine advertising 
had been lost through lack of 
timely co-operative efforts to push 
the goods through dealers, and a 
most interesting series of cam- 
paigns, to remedy this defect, was 
at once set in operation. 

The only things done to the 
magazine advertising were to give 
it a higher quality tone, take lar- 
ger space and minimize the con- 
fusion of four different mattresses 
with four different prices by call- 
ing them “four grades of supe- 
riority.” Some high-class art- 
work was put in the ads, and ef- 
fcrt was made to steer clear of 
unpleasant suggestion of the con- 
tents of undesirable mattresses. 
The points of the argument were 
also more sharply emphasized. A 
booklet, written by an authority 
on house-furnishing, which had 
been widely circulated, was toned 
down because it had laid consid- 
erable stress on bedrooms with 
Irish lace bedspreads and Minton 
china wash-stands— which were 
out of the reach of the average. 

Having eliminated the resistant 
points in the magazine copy, space 
was taken in the Ladies’ Home 
Journal, Delineator, Designer, New 
Idea Magazine, Style Book, Cos- 
mopolitan, Everybody's, American 
Magazine and Saturday Evening 
Post. Then followed a persistent, 
varied and highly co-operative se- 
ties of efforts with the dealer. A 
complete change in the number 
and character of towns which the 
salesmen covered was devised, and 
in many cases Mr. Hoge, who 
handled the account for Frank 
Seaman, made out the actual 
routes for the salesmen. Trips to 
small towns offering good pros- 
pects were laid out and letters 
were sent to all the salesmen over 
the advertising agent’s signature 
even before the advertising ap- 
peared. The salesmen were kept 
posted from month to month re- 
garding the advertising efforts. 


A series of letters to 6,300 deai- 
ers, who were not carrying the 
line, was started out, all of them 
carrying card order blanks, with 
prices especially figured out for 
that territory, which had previous- 
ly been niapped into sections on a 
freight-rate basis. Each of these 
letters put emphasis upon one par- 
ticular feature of the campaign— 
the second letter showing the ads 
to be run in the fall campaign and 
the third going into detail about 
the selling helps which were 
planned. Later in the season a 
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For Your Daughter 
Make Her Happy Make Her Room Pretty 


MAKE it one she will be proud to show to her friends. 
Make it comfortable for her to read in, lounge in, sew in. 
Talk it over with us for we can make it successful at very little 
cost. 
Willow furniture is especially suitable for « girl's bedroom 
It is dainty, a le in price. It is 
cool ia summer and equally pleasant in winter. The arm 
chairs are ideal lounging places, the rocking chairs roomy 
and restful. Even the straight back chairs are comfortable 
Tables of willow that are round or square or sewing tables 
with pockets for her work may be had There are even 
desks of willow. 
Finished in red, green or natural colot to suit your taste 
Buy her a STEARNS & FOSTER MATTRESS and you 
will be sure her bed is comfortable. Many girls at school break 
down because they don't have proper rest at night. Sleep is 
Nature's restorative, and a STEARNS & FOSTER MAT- 
TRESS, soft and bouyant, wooes sleep, and helps to make it 
sound and refreshin, 
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Thos. P. Taylor 


Euclid Avenue Cleveland, Ohio 














ONE OF THE DEALERS’ SERIES. 





double - page Saturday Evening 
Post spread was used to stir up 
interest. 

Then followed the actual co-op- 
erative work to sell goods for the 
dealer. A movement was started 
for better store salesmanship with 
a booklet called “Making Your 
Clerk a Better Salesman.” Then 
the co-operative helps of the ad- 
vertising were made clear through 
a booklet called “Selling Mat- 
tresses for You and Through 
You.” In this booklet the maga- 
zine ads were reproduced in full 
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size, giving the date of appear- 
ance, circulation, etc. 

Another booklet which gave 
considerable practical general talk 
on how to sell more bedroom fur- 
niture was the next step. In this 
booklet it was made perfectly clear 
to the dealer that the interest of 
the Stearns & Foster Company 
was not wholly in selling mat- 
tresses, but also in the dealer’s 
general trade. Hints as to meth- 
ods of selling more of every kind 
of bedroom furniture were given, 
and a series of ten electro ads, 
with mortised space for dealers’ 
names, was shown. These ads 
were a_ considerable departure 
from the usual dealers’ ads. Neither 
the illustration of the Stearns- 
Foster mattress nor the name were 
displayed prominently. The ads 
were general educational work for 
the sale of more bedroom furni- 
ture of every kind, and Stearns & 
Foster mattresses were only inci- 
dentally mentioned. The ads were 
most effectively illustrated and laid 
out. 

The next and also very important 
step was a trade-paper advertising 
campaign. In this campaign em- 
phasis was placed upon the un- 
usual warehouse facilities which 
made prompt delivery (a vital fea- 
ture in the :nattress business) a 
strong argument. Other ads took 
hold of the argument (which 
many dealers are wont to make 
to consumers)—the argument that 
advertised goods cost more than 
quality warrants, and more than 
unadvertised goods. Corner cou- 
pons were used largely in this 
trade-paper advertising and were 
found to very perceptibly increase 
responses. 

A series of five post-cards, upon 
which the dealer paid postage, 
were sent at weekly intervals to 
a list of names furnished by the 
dealer. These post-cards each 
week were uniform with a partic- 
ular window display and a par- 
ticular street-car card, both fur- 
nished the dealer, which were 
changed every week and which 
were also in harmony with a par- 
ticular ad in the local paper, and 
with the month’s magazine adver- 
tising. In this way dealers were 
afforded a constructive series of 





trade-building efforts at a minij- 
mum cost and which were quite 
as effective as though conducted 
by the manufacturer himself right 
on the spot. 

How well this campaign was ap- 
preciated by the trade is best told 
in the actual figures of results. 
Last fall’s campaign resulted in 
securing 471 new dealers, which 
was almost a third as many as 
were handling the line before. Up 
to date no less than 1,000 new 
dealers have been stocked in and 
these new accounts are worth an 
amount reaching a quarter of the 
firm’s annual volume of business, 
These one thousand new dealers 
represent two-thirds as many deal- 
ers as had previously been han- 
dling the line. Two thousand five 
hundred inquiries were received 
from the magazine advertising, and 
records prove that these inquiries, 
used upon the dealer in that lo- 
cality, opened up 60 new accounts. 

One hundred and fifty dealers 
used the full campaign, which in- 
cluded newspaper advertising, win- 
dow display, street-car advertis- 
ing, etc., all timed to be in har- 
mony with each other. Fifteen 
hundred windows of a special na- 
ture were secured last fall, when 
special price-cards and_ separate 
argument cards were offered. 
Many of the dealers took the 
seven-inch double-column newspa- 
per electros, furnished for the 
dealers, and set them in larger 
space, thus giving more publicity 
than had actually been asked for. 
Three hundred dealers, altogether, 
inserted electros furnished in local 
newspapers, many using the entire 
series of ten. 

Especial attention was paid to 
department stores, since their 
trade is a little different from that 
of regular furniture dealers. Many 
stores, owing to lack of room and 
other reasons, carried no line of 
mattresses. A continuous educa- 
tional campaign has been kept up 
to get more department stores. A 
folder was also issued for consum- 
ers warning against substitution. 

The entire campaign has un- 
doubtedly proved the value of 
more intimate and many-sided as- 
sistance to the dealer in pushing 
the line of advertised goods. 




















| | ing of Foods Why the 
| | Manufacturer Who Ad- 


| | couraged.” 








March: “The Advertis- 


vertises Should Be En- 


By Walter R. Hine 


April: “The Commerce 
of Clothes.” 





By B. W. Parker 
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May: “The Influence of 
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By Earnest Elmo Calkins | 
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Give Us.” 
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July: “How Advertising 
Helps to the Choice of a 
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HAT little girl or boy of 


yours will soon be the 
innocent cause of the per- 
plexing school problem. The 
little red schoolhouse on the hill 


Avis still a landmark in some sec- 


tions, but in many localities the 
evergrowing urban population 
makes the choice of the proper 
school harder. 


The rapid, though healthful, 
development of the proper school 
system is a tribute to modern ad- 
vertising. While private schools 
fill a real need, the widespread 
knowledge of their special ad- 
vantages for individual require- 
ments is best given through 
advertising. GOOD HOUSE- 
KEEPING readers are so vitally 
interested in intelligent expendi- 
ture to provide for the education 
of their children that we have 
decided to run a special article 
in the series: ‘4 Course in 
Scientific Shopping.” 


The fifth article in this course 
is entitled “How Advertising Helps 
to the Chotce of a School.” It is 
written by Mr. Howard Williams. 
It will appear in July GOOD 
HOUSEKEEPING. 


The Phelps Publishing Company 
New York 


SPRINGFIELD, Mass. Chicago 
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CHICAGO EXAMINER 


In April Again Leads in 
Display Advertising Gains 


The following figures show the display ad- 
vertising gains of the Chicago Morning News- 
papers (daily and Sunday) for April, 1909, 


as compared with the same month last year: 


Examiner . gain . 323.89 columns 
Tribune. . gan . 15.70 “ 
Record-Herald gan . 233.40 “ 
Inter-Ocean. gan . 72.18 “ 


As usual the EXAMINER gained more than 
all other morning papers combined. 


EXAMINER GAINS—TRIBUNE LOSES 


The EXAMINER’S greatest gain has been 
in daily display advertising, in which depart- 
ment the jel is showing a loss. The 
figures for April are as follows: 


Examiner (daily) gain 285.95 columns 
Tribune (daily) loss 6166 “ 
Record-Herald(daily) gain 156.42 “ 
Inter-Ocean (daily) gan 53.44 “ 


The EXAMINER’S remarkable gains are 
being made in the face of a general increase 
of rates. There's a reason—circulation 
counts. 





EASTERN OFFICE: 239 Broadway, NEW YORK 
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| 224 Inquiries—$38,290 Actual Sales 


FROM ONE AD IN THE 


CHICAGO EXAMINER 





TELEPHONE CENTRAL 5807 





Jacksonville Heights Improvement 


company 











Mr. A. H. Messing, 
Chicago Examiner, 


Chicago, Ill. 


Chicago Examiner. 
Chicago Tribune. 
Chicago Inter-Ocean. 
Chicago Record-Herald. 
New York American. 
New York World. 
Boston American, 
Philadelphia Inquirer. 


Chicago Examiner direct. 


We are very well 


the Chicago Examiner and 





818 MERCHANTS LOAN & TRUST BUILDING 
Cuicaco, Itx., April 28, 1909. 


Dear Sir:—On Sunday, April 4th, we placed full page copy 
in thirty-six of the leading metropolitan dailies of America 
through the Ben Leven-Nichols Advertising Company. 
others this advertising was placed in the following Sunday papers: 


At this writing, April 28th, the Chicago Examiner stands 
No. 1 as regards inquiries and sales. 
ment in the Chicago Examiner brought in 1,224 inquiries and 
made actual sales of $38,290.00 worth of Florida land. 
returns represent actual inquiries and actual sales through the 
We have not as yet had time to 
tabulate full newspaper returns on our follow-up. 
pleased and satisfied with our returns from 


will 


medium again in the near future. 





JACKSONVILLE HEIGHTS IMPROVEMENT COMPANY. 
St. Jouns DEVELOPMENT CoMPANY~ 


Among 


Philadelphia ,Record. 
Philadelphia Press. 

St. Louis Post-Dispatch. 
Kansas City Star. 
Kansas City Journal. 
Kansas City Post. 

St. Louis Republic. 


This full page advertise- 


These 


certainly use your valuable 


e 











The big home circulation of the Examiner, which is greater 
than that of the Tribune and Record-Herald combined, has 
proved to Chicago advertisers that it is the paper of to-day, 
the paper with the big circulation that brings results. 











The circulation of the Sunday 
Examiner exceeds 625,000, of 
which over 220,000 are sold in 
Chicago alone. 


More copics of the Sunday 
Examin r are sold than are printed 
of all other Chicago Sunday news- 
papers. 








The Circulation of the Daily 
Examiner is over 173,000, of which 
over 90,000 are delivered direct to 
homes in Chicago by carrier. 

The Fxaminer’s city circulation 
(over 130,000), including carrier 
delivery, is greater than that of the 


‘Tribune and Record-Herald 


combined. 
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Few advertisers question the value of 
McClure’s. They know, from their own 
experience and observation, what kind of 
people read it. They know that it makes 
no appeal to the frivolous, nor seeks to 
excite the momentary interest of the 
casual throng. They know that it holds 
a truthful mirror before things that are 
worth while—that it seeks to inform, 
instruct and entertain men and women 
who have brains in their heads, and who 
use their brains to think with. 

And such people, in any land or in any 
time, are always the people who have the 
money. 

Long ago they formed the habit of 
spending it with McClure’s advertisers, and 
they have learned that it is a good habit. 


S. S. McClure Company 


44 East Twenty-third Street, New York 
JOSIAH JUDSON HAZEN 
Advertising Manager 


New England Office: EGERTON CHICHESTER, Penn Mutual Building, Boston 
Western Office; ERNEST F,. CLYMER, Tribune Building, Chicago, Ill. 
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STETSON SHOE MERCHAN- 
DISING PROBLEMS AND 
ADVERTISING CO- 
OPERATION. 





GETTING DEALERS TO ORDER MORE 
UNIFORM STOCKS—MAKING THE 
MOST OUT OF A LIMITED MAGA- 
ZINE APPROPRIATION — $10,000 
WORTH OF LOCAL ADVERTISING 
BEING SECURED BY A “ LINK-UP” 
CAMPAIGN. 





A particularly good example of 
the value of good advertising ser- 
vice as an aid in the general 
merchandising policy of a manu- 
facturer is afforded by the Stetson 
Shoe Company. 

Making shoes selling at from $5 
to $9 naturally results in much in- 
sistence by dealers on slight varia- 
tions of style and general make- 
up. Dealers have naturally in- 
clined toward demanding special 
kinds of tips and other variations, 
all of which necessarily mean a 
great deal of extra factory cost in 
putting through the different or- 
ders. Many shoe manufacturers 
making lower-priced shoes have 
gotten dealers to accept uniform 
stock styles, thus greatly reducing 
the cost of manufacturing; but the 
better grades of shoes still face 
the difficulty. 

Many manufacturers, also, of 
other products than shoes have 
similar conditions to meet, and 
will be interested to know the 
means by which the Stetson Shoe 
concern is endeavoring to make 
their manufacturing more uniform. 

In order to bring about more 
uniformity of style, the Stetson 
Shoe people have established an 
interesting method of bringing 
their regular stock lines to the 
attention of the dealer, which 
they call a “Department 5.” 
This Department 5 consists of 
a line of shoes of . uniform 
styles, which, by reason of their 
uniformity, can be produced at a 
greater saving of time and cleri- 
cal work. Constant effort is be- 
ing made upon the dealer to get 
him to order Department 5 styles 
instead of the many variations 
upon which some dealers insist. 
Special concessions are made, and 
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Department 5 styles are kept 
prominently before the dealer at 
all times and occupy a parallel col- 
umn on the order blank. 

Dealers are thus constantly re- 
minded of the existence of this 
department, and results show that 
dealers are slowly but steadily ap- 
preciating the value of Depart- 
ment 5 models and ordering them. 
A saving of money both to deal- 
ers and manufacturer will result 
when this method is uniformly 
brought about. The manufacturer 
understands styles and variations 
very fully, and is endeavoring to 
establish the dealers’ confidence 
more fully and completely in his 











Style and Comfort go together to the 
man who boys this STETSON Skee. 











MAGAZINE AD. 





ability to provide correct details 
of style. When this shall have 
been widely accomplished, a sav- 
ing of a great deal of money will 
result. 

With the idea of securing the 
most complete data obtainable con- 
cerning the dealers and _ localities 
in which Stetson Shoes are sold, 
a clever card system has been 
planned. On this card is entered 
information concerning popula- 
tion, competing dealers, estimate 
of the locality’s probable trade for 
shoes at $5 and up, and other data 
invaluable in sizing up the situa- 
tion in any given locality at any 
time. This information will be in- 
valuable at many times. 

This spring a strong campaign 
in the magazines was started with 
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34 magazine pages in McClure’s, 
Everybody's, Outlook, Saturday 
Evening Post and Collier's. This 
magazine advertising has been 
used as the basis for a very 
thorough campaign upon dealers 
through a mail series, called a 
“link-up” campaign. 

The magazine advertising is 
shown to the dealer, together with 
the exact dates upon which it will 
appear; and the dealer is then 
asked to insert a particular electro 
within a day or so after a partic- 
ular magazine ad appears. The 
electros are very similar to the 
magazine ads, and the idea is to 
get the largest possible benefit lo- 
cally of the magazine ads. A par- 
ticular electro is furnished for 
each of the six ads which appear 





Use this ad in your local papers 
April 7th, 10th, 14th and 17th 


THE 
“STETSON” 
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Order by sumber—A 2 
DEALERS’ ELECTROS. 





in the monthlies and _ weeklies. 

In order to stimulate dealers by 
means of newspaper advertising 
solicitors, a copy of the “Link-up” 
folder addressed to dealers was 
sent to a large list of newspapers. 
An interesting attempt is also be- 
ing made to get exact information 
concerning the response which 
dealers are making to this appeal 
for co-operative local advertising. 
Three hundred and seventy-five 
orders for electros were received 
out of seven hundred dealers to 





whom the “link-up” literature was 
sent. Newspapers in the localities 
in which these orders originated 
are now being canvassed to dis- 
cover exactly how much advertis- 
ing is being run by local dealers, 
Many returns have been already 
received, and the indications are 
that possibly $10,000 worth of 
newspaper advertising will result, 

The Stetson Shoe advertising 
has been aggressively planned and 
is demonstrating its value very 
definitely. Ten years ago the Stet- 
son Shoe was doing an annual vol- 
ume of business of about $300,000, 
whereas it is now doing an annual 
volume of more than a million dol- 
lars’ worth of business. 

Its advertising has been very ed- 
ucative, with special emphasis on 
comfort and foot health. 


ne 
CHANCE FOR A PUBLICITY MAN 
IN ST. LOUIS. 





Ratston Purina Company, 
Proprietors of Purina Mills, 
St. Louis, April 19, 1909. 
Editor of Printers’ Inx: 

It may be of some interest to you to 
know that the Merchants’ Exchange of 
St. Louis, through its Board of Di- 
rectors, has authorized the establishment 
of a Publicity Bureau for exploiting the 
advantages of St. Louis as a grain 
market, As one has well said, “The 
Merchants’ Exchange, with its 1,600 
members and unlimited financial re- 
sources, now the largest Exchange west 
of the Mississippi River and the second 
largest grain market in the country, is 
certainly in an ideal position to adver- 
tise itself.” 

The new Publicity Bureau is now 
looking for a manager who has the kind 
of advertising experience to fill the pos’ 
tion. Mr. Bert H. Lang, of the Mer- 
chants’ Exchange, St. Louis, is the chair- 
man of the Publicity Committee. 

W. H. Danrortx, 
President. 
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THE PROGRESS OF THE 
NATIONAL CASKET 
CAMPAIGN. 





MUCH COMMENT STIRRED UP BY IT 
—COMPETITORS FIGHTING HARD— 
PUBLIC SHOWS INTEREST—FEARS 
OF RETAIL MONOPOLY BEING AGI: 
TATED—MICO EMBALMING PROCESS 
NOW ALSO ADVERTISED. 





Probably no national advertising 
campaign ever attempted has cre- 
ated as much comment as that of 
the National Casket Company. 

Three months’ advertising has 
now appeared, and the campaign 
is being closely watched by adver- 
tising men, since it represents the 
application of advertising to a 
most delicate subject by a grea: 
concern. How the public and the 
trade would behave under its in- 
fluence has naturally been a mat: 
ter of wide interest. 

On the part of the public the 
results have been very satisfactory 
to the company. Evidences have 
been plentiful that the advertising 
campaign has not, as predicted by 
some, offended the taste of the 
public. More than that, evidence: 
have come of decided results. A 
Brooklyn woman asked a Brook- 
lyn undertaker for a National 
casket on the death of a relative. 
but was given a substitute. Shc 
took the substitute, but evidently 
put an emphatic black mark 
against that undertaker’s name, 
for when another one of her fam- 
ily recently died she went di- 
rect to the National Casket Com- 
pany and asked for a Nationa: 
casket. Being informed, of course 
that the company was not in thc 
undertaking business, she was 
placed in touch with an under- 
taker who would not offer a sub- 
stitute. This woman, and man; 
others who have put themselves ir, 
touch with the company since Its 
advertising began, have given no 
indication that they regard the 
company’s advertising as anything 
but consistent and in good taste 
The careful working out of the 
advertising plan left little oppor- 
tunity for criticism of the all-im- 
portant method of presentation of 
this proposition. 











THE STANDARD PAPER FOR BUSI- 
NESS STATIONERY—“‘LOOK FOR 
THE WATER-MARK” 





Just as every intellectual 
man appreciates intelli- 
gence, every man that uses 
fine business paper appre- 
ciliates every other man’s 
use of it. 


OLD HAMPSHIRE BOND 


** Look for the Water Mark” 


is a sort of a passport among 
the best business circles. 
It proclaims the fellowship 
of the substantial and the 
refined. 


That it pays always to use OLD 
HAMPSHIRE BOND for commercial 
stationery is the testimony of prudent 
business men. Prove this for yourself— 
let us give you the OLD HAMPSHIRE 
BOND Book of Specimens. It contains 
suggestive specimens of letterheads and 
other business forms, printed, litho- 
graphed and engraved on the white and 
kT colors of OLD HAMPSHIRE 


Hampshire Paper Co. 


The only paper makers in the world 
making bond paper exclusively 


SOUTH HADLEY FALLS 
MASSACHUSETTS 


as 
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Jono 








MADE “A LITTLE BETTER THAN 
SEEMS NECESSARY”’—“LOOK FOR 
THE WATER-MARK” 
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The problem of brand’ng the 
caskets and meeting the efforts of 
undertakers not handling National 
goods to give substitutes, is now 
being carefully worked out through 
the actual experiences which the 
company is at present having in 
meeting competition. 

The most significant phase of 
the advertising campaign is the 
stir which it made among many 
undertakers and casket makers not 
handling National goods. They 
are ail somewhat excited, and thus 
demonstrate the importance of ad- 
vertising. If they believed it was 
not going to succeed they would 
all keep quiet and await the fail- 
ure of it without much interest, 
but they are making a great deal 
of ado over it, and sounding alarm 
bells. 

In the current issue of Sunny- 
side, the undertakers’ trade jour- 
nal, appears a large double spread 
ad by H. E. Taylor & Co., a New 
York funeral supply house, headed, 
“Ts the Undertaker Doomed?” 
The ad very vigorousiy and omi- 
nously argues that .the National 
Casket Company is following the 
footsteps of the Standard Oil 
Company and the United Cigar 
Stores Company, and means to 
enter the retail field and crowd 
out the undertaker. It winds up 
as follows 


An interesting question is this: 
Could the methods of the United Cigar 
Stcres Company be applied to otner 
lires ot business? 

Let us suppose that 
facturing concern with the vrequutsite 
cupital should advertise its specia 
brands of caskets so widely and pcr- 
sistently that a public demand would 
be created for them. Let us suppose 
that thousands of undertakers through- 
out the United States should help ad- 
vertise these goods also and agree to 
sell them to the exclusion of other 
goods. Let us suppose, further, that, 
after a while a United Casket Stores 
Company should be organized to sell 
direct to the public and reap the retail 
as well as the wholesale profits in 
the business? ‘In that case, desirable 
locations would also be constantly 
sought. Existing establishments would 
be absorbed, if the selling price was 
satisfactory, and the present proprietor 
could remain as manager under the new 
regime. If he refused, the usual trust 
method would be applied. 

Does this bit of history and outline 
of possibilities not also furnish food 
for reflection? 


a casket mant- 


The National Casket Company, 
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however, emphatically denies that 
it is ever going into the undertak- 
ing business; and those who know 
business conditions in its field 
point out the complete improb- 
ability of such a motive. The Na. 
tional manufactures caskets, but 
has no professional training in un- 
dertaking—it simply is a maker of 
merchandise. The undertaker js 
very different from a retailer in 
other lines; he sells professional 
services mainly, and the selling of 
caskets is incidental—as incidental 
as the selling of drugs by physi- 
cians. To maintain an undertak- 
er’s equipment would require a 
capital of at least $10,000, and to 
take over the ownership and man- 
agement merely of the undertakers 
now selling its product would re- 
quire many more millions than the 
company probably could command, 
not to mention the supervision of 
a most enormous and exacting sys- 
tem of ig service, which 
would be far from practical. 

The trade journals have been 
greatly interested in the move- 
ment, and the broadest ones have 
conceded the value of the con- 
sumer advertising. The campaign 
is a capital demonstration of the 
action of advertising campaigns 
upon retailers, and good trade 
paper advertising by the National 
Company is showing undertakers 
the advantage of handling Nation- 
al goods. 

The influence of the National 
Casket Company’s example is seen 
in the recently begun campaign of 


the U. S. Chemical Company, 
makers of the Mico Process of 
embalming, which is running a 


series of daily newspaper ads on 
the subject of embalming. 


+ 0+ 


The Des Moines Register and Leader 
is installing a four-color Hoe sextuple 
press with a 50,000 16-page capacity per 
hour. The Register and Leader claims 
to have published 15,761 paid want ads. 
With its evening edition it now claims 
an ay rage daily circulation of 53,000, 
perhaps the largest newspaper circula- 
tion of any city of 150,000 in the 
country. 


In celebration of the twenty-fifth an- 
niversary of Wm Oat’s connection 
with the Norwich, Conn., Bulletin, a 
banquet was held April 24th. 
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> THE SETON CRAFTS COMPANY 
ty) 


4INCORPORATEO)D 
ODD ART OBJECTS 
SPECIALISTS AS COLLECTORS OF JEWELRY’ ANTIQUES 








ORIGINATORS 

USE ) AND } 
.B.CRO 
gt DENT O DESIGNERS ‘a 

hi GEMS SEMI-PRECIOUS STONES RINGS G 
A.J.O°GERAN <x Ss 
TREASURER 

Hone Road 


Lakewood New Jersey 
April 19, 1909. 


Harper’s Bazar, 
Franklin Square, 
New York. 
Dear Sirs: 

We believe the following will be 
of interest to you. In figuring our 
replies and sales of the Picture 
Puzzle we find that Harper’s Bazar 
stands first in cost of inquiries 
and sales, and second in number of 
inquiries received out of a list of 
Fifteen Publications, we are, 


Very truly yours, 
THE SETON CRAFTS CO. 


Hl. 


List used included Saturday 
Evening Post, Good Housekeeping, 
Outlook. 
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Chicago Correspondence 


Printers’ Ink invites advertising men in the Chicago field to send 
interesting items and suggestions about advertising to the Chi- 
cago editorial office—Printers’ Ink, 884 Tribune Bldg., Chicago. 











WHY CHICAGO ADVERTIS- 
ING LEADS THE WORLD. 





ONE DAY’S ADS FROM TWO CHICAGO 
DAILIES SPFAK FOR THEMSELVES— 
GENEROUS SPACE USED—APPRECIA- 
TION OF WHITE SPACE, 





By Hanley Woolston. 

If one desires to spend a pleas- 
ant half-hour, let him gather to- 
gether the Sunday issues of five 
or six of the papers of our might- 
iest cities. Examine the same 
class of advertisers in each city. 
The beauty of the Chicago ad- 
vertisements, their text, the gen- 
erous amount of space used and 
the story, both black ink and white 
space, will be most pleasing. There 
is a spirit of movement, of big- 
ness, of truth, of sense and con- 
viction that grips the person who 
views for the first time a mass of 
Chicago advertisements. These 
men who have built up a city in 
the brief space of thirty-eight 
years more famous than was 
Babylon of old, apply the same 
methods in their “copy” that they 
do in their relation to other men 





and other cities. They are origi- 
nal. They dare to use one whole 
page to teil of a single suit of 
clothes or a hat or an Easter 
gown. They have learned the art 
of using white space. They say 
it is quite as valuable as ink. They 
spend money on drawings. They 
believe in lines that appeal, of 
ideas portrayed so that when 
through the science of the print- 
ing press they are given to the 
public such ideas strike home. 
They fill every nook and cranny 
of. the brain of man with the 
correct interpretation of the idea. 
This is the test of copy, and it 
wins in Chicago. 

Compare the advertisements 
herewith produced with  s‘milar 
ones in other great cities. They 
stand for themselves, and are not 
specially chosen, for they were all 
clipped from the Examiner and 
Record Herald of Chicago of the 
issue of May 4th. These adver- 


tisements are not a rarity; they 
are but the every-day output. 
People read advertisements in 
Chicago and obtain their ideas of 
what is right from such adver- 











this bonk has always stood for cunservatiom. 1t mn- 
loans and high grade 
bonds—aseets which are easily realaed upon. The 

security thus afforded deposits makes it en 





it may co easoy tquerane=t wend 


is now ready for the reception of If} 
Furs of every description, Win- 
ter Apparel, Portieres, Hangings. 
Rugs and Tapestries for storage 
during the Summer season. 


All articles are hung 90 that 































Ghe Northern Trust 
Company—Bank fof 
Capital -- $1,500,008. Surplus -- 61.960,006. 
Nerthweet Cornes Le Salle @ Mearce Sts. 
CHICAGO 
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HENDERSON BOURBON 
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tisements. These advertisements 
are so well done that when one 
goes to see the article advertised 
one is not disappointed at what 
he is shown. They are true, both 
in description and in reproduc- 
tion. 

In many of the stores of Chi- 
cago and in business houses cf a 
non-retail character the employees 
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you cannot avoid. The illustra- 
tion tells the tale, and the line 
beneath is the truth, and you will 
feel it after a glance at the ad- 
vertisement. The Alton has the 
business. Can one deny the pos- 
sibility of the copy having some- 
thing to do with it? Examine the 
advertisement of Klee Bros. & 
Co.; “The American in Berlin” 





—— 
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Milwaukee Avenue 
and Division Street 


HE purchasing powerof thre? large stores enables us to offer an‘ unusually 
hig ade of merchandise at very m iceas The quality and 
style of our latest lots of Men's Spring Suits strongly illustrate this advan- 

tage. Special attention is called to the large line of ultrafashionable fancy’ 
Serge and Worsted Suits which we are now displaying at $10.00 to $35.00. 


KLEE BRos& Co. 


Jaden Avenue and 
Twelfth Street Lincoln Avenue 





© beun 





Belmnons Avenata pond 











are asked to pay especial atten- 
tion to the concern’s advertising. 
Rewards for the first person dis- 
coverng a mistake in published 
advertising is an unique method 
of keeping all employees informed 
of that which is transpiring in all 
departments. Note the fur storage 
advertisement of Marshall Field 
& Co. How many department 
stores would think it worth while 
to spend money on an attractive 
border, especialiy when they had 
a name that stood for as much as 
the name of Marshall Field rep- 
resents ! 

The “copy” used by the C. & 
A. R. R. breathes a story that 





it is called. The white space 
sticks out so that it would hurt 
some clothing men in the coun- 
try, but it pleases the eye of any 
man. The entire amount of lan- 
guage used is less than seventy- 
five words. 

The Chicago Telephone Com- 
pany advertisement tells a story 
of convincing worth; it appeals, 
lingers and is worth while. Hen- 
derson Bourbon copy is worth 
reading, and, even though you 
do not like whiskey, you must ad- 
m't that the ad pleases you; it 
fits. That’s the story. The finan- 
cial world would do. well to emu- 
late the example of the Northern 
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Trust Company Bank. There is 
solidity, progressiveness and argu- 
ment used both in the selection of 
the illustration and the choice of 
language. It was probably dashed 
off in a moment, but it hits, be- 
cause the air of the town is in it. 


Telephone Number Changes 


it will save your time @ you will make a notetin of 


call requently. At thie seasan when aindy people are 

hanging thes addresses the mumbey af changes um tele 
ne qumbers vs gteatly wmerented’ Over $.000 have 
ed sxnce March oth 








Chicago Jelephone Co. 
Washington Street 


f ‘\ . 








Do not let people tell you the at 
Chicago advertisers use “bunk” in 
the'r copy. They will do just as 
they say they will do. This is the 
rule. If you do not like what 
you get, take it back. They have 
the faith of their public because 
they will strain a point to keep 
faith with that pele, 





Four ae ry ines Daily 
“« The Alton west, tas: 


11 2S a‘m. 


to $t. Louis Midnight Spread 112 pe 








There was a time Mondey was 
wash day in Chicago, and retail- 
crs were begging for trade. Now, 


PRINTERS’ 












INK. 





owing to Chicago advertisers, all 
this is changed, and Monday is 
a big day*in almost every store, 
As Chicago blazed the way, so 
followed the rest of the country. 
You need not take my word or 
that of any other man for these 
statements. If you will look 
over six metropolitan dailies of 
the same date you will be con- 
vinced. Selfridge, who has just 
opened the big American store in 
London, was formerly head of 
Marshall Field & Co., and he is 
setting Europe wild with his ad- 
vertisements. 

There must be truth in the 
statement that Chicago leads the 
word in advertising, 


a vn 
SUCCESSFUL COAL ADVERTIS- 
ING. 


Wici1aM A. Stites Newspaper AGENCY. 
Cuicaco, April 30, 1909. 
Editor of Printers’ INK: 

In the issue of Printers’ Ink dated 
April 2list I notice an _ interesting 
article entitled “‘Advertising Steam Coal 
in Newspapers,’’ which described the 
effective Webster Coal campaign. 

This article states that Webster Coal 
is the first steam coal ever advertised. 
Knowing that Printers’ INK desires to 
give credit where credit is due, I en- 
close sixteen of a series of twenty- 
five advertisements of “C. C, B.” Poca- 
hontas Coal, that were written by me, 
and placed by the William A_ Stiles 
Advertising Agency in the daily news- 
papers of Chicago, covering a_ period 
from June 15, 1908, to December 15, 
1908. 

I am firmly convinced that I orig- 
inated and conducted the first coal ad- 
vertising campaign and it antedated the 
Webster advertising by at least six 
months, The “C. C. B-” campaign was 
remarkably successful, and proved be- 
yond a doubt that coal is an advertisa- 
bie commodity. It was largely due to 
the known success of the “ SS Bod 
coal campaign that we secured an order 
for advertising ‘ ‘Solvay Coke.” 

The “Solvay Coke” campaign began 
in November last and is still running. 
During the winter just passed we_have 
advertised “Milwaukee Solvay Coke” 
persistently and consecutively in all of 
the agricultural publications of the great 
Northwest and in the Western News- 
paper Union List, covering the same 
territory, and the Chicago product, 
“Solway Coke,”’ was advertised con- 
tinuously during the same period in 
nearly all of the daily newspapers of 
Chicago. 

I enclose proof sheets showing some 
of my copy that was used in the * Sol- 
way Coke’ advertising. More hon 
thirty of my advertisements have been 
run in these coke campaigns, The 
“Solway Coke” advertisers have become 
enthusiastic exponents of fuel adver- 
tising. 

WittiaM A. STILEs. 
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The Great $10,000 Automobile 
and Cash Prize Contest for 
Newsdealers Commences with 

the June Number of 


HAMPTON’S 
MAGAZINE 


We appreciate the co-operation of our friends, the newsdealers. 

We feel that we owe them for a large measure of our success. 

3y working with them we have built up the sales of Hamprton’s 
MaGAZINE on the news-stands until to-day no magazine sells more 
readily—few sell as well—and no other magazine shows the same steady 
and permanent growth in sales. 

The newsdealers have seen their sales in Hampton’s climb month 
after month, with hardly any effort on their part. But we are impatient 
to see even bigger gains. 

So we are offering the newsdealers all over America six well- 
known, high-grade AUTOMOBILES and $5,000 in CASH MONTHLY 
PRIZES, in order to stimulate their interest and reward them for 
their work in our behalf. 

This is, without doubt, the biggest thing that has ever been done 
in the way of circulation-building by any magazine. and is characteristic 
of the originality and push that is rapidly placing Hampron’s in the 
very front rank of all magazines. 

Eight hundred and eighty-two prizes will be distributed in a manner 
that gives an equal chance to every contestant. Each newsdealer com- 
petes only with others who have been selling the same number of 
magazines as himself. 

Prizes are distributed for increased sales on the June, July, Au- 
gust, September, October, and November numbers of Hampton’s 
MAGAZINE over the sales of the March number. 

Nearly 5,000 newsdealers are already entered in this contest—and 
new entries are coming by the hundreds every day. With their help 
we expect to double the sales of Hampton’s MAGAZINE in the next six 
months—and the newsdealers who make the most of their opportunities 
will get, in addition to their regular profits on sales of the magazine, 
six automobiles and $5,000 in cash prizes. 

Newsdealers are entering the contest with the greatest enthusiasm. 

The total result of the extra efforts of these 5,000 or more news- 
dealers who will compete for these prizes, added to the normal increase 
in the sale of the magazine which is bound to continue, makes it a 
certainty that the sale of HAmMpton’s MAGAZINE will make a tremendous 
increase within the next six months. 








Hampton’s is built for the lively aggressive 
American citizen who is dealing constantly 
with important current matters 


HOWARD P. RUGGLES WILLIAM L, COLT 
Western Advertising Manager Manager Advertising Department 
1638 Tribune Building, Chicago 66 West 35th Street, New York 
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WANTED— 
A First-class 
Solicitor 


Somewhere in the advertising 
field there is probably a successful 
solicitor who feels that his present 
opportunity is too limited. 

To interest us for the position 
we have in mind he must be a suc- 
cess, and a distinct success. 

We would prefer a man between 
the ages of 28 and 38. 

We don’t see how any man of 
less than five years’ advertising ex- 
perience can fill the position we 
have in mind. If that experience 
is simply in trade-paper work, or 
some small side of advertising, we 
would not consider it the right 
foundation. 

We are after a man from a big 
field of advertising. 

We want a keen, experienced, 
alert, aggressive, level-headed, ac- 
tive man. 

When we get such a man we 
will give him a burden that will 
make a solicitor of any calibre 
work, and work hard. 

The position is not open to the 
man who “can sell anything.” It 
is not open to undiscovered adver- 
tising geniuses. If the man has 
the right calibre he will have 
shown it by already forcing him- 
self to the front. 

We don’t want a man who is 
“not getting a fair show” in his 
present field. 

We want a man who has-seen 








to it that he is getting a fair show, 
but wants a bigger opportunity, 

To do our work he must under- 
stand advertising as advertising. 
He has got to realize that the 
dealer and the jobber are a factor 
in marketing. 

He must have the calibre to cre- 
ate an advertising fund where an 
advertising opportunity exists. 

He must have a personality that 
is big enough to feel at home in 
big surroundings, 

He must have the experience 
that has taught him the value of 
hard, thorough work in swinging 
big things. His job will be to 
swing big things. 

The right man will know what 
we mean by the above, which is 
mainly intended to keep away ap- 
plications from the men we don’t 
want. 

There are not many men in the 
country who will live up to our 
requirements. 

We want a solid, sound, sub- 
stantial, sane advertising man with 
nerve enough to tackle a hard job. 

We believe we can interest such 
a man on present salary and fu- 
ture outlook. 

The man we are after may 
come from a big organization or 
a small one, but he has got to 
have calibre. And he has got to 
have more comprehensive ability 
than ninety-nine solicitors out of 
one hundred at present active in 
the field. 

We are one of the big organiza- 
tions in the advertising field. 

Address “A.B.C.,” care Print- 
ERS’ INK. 
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The Griddle 


** There's nothing like a hot griddle for bringing out the true 
fi meat.”—Lucullus. 


By Leroy Fairman 














When the Dutch first settled 
New Amsterdam, they bought the 
wherewithal to furnish their 
modest homes of the Cowper- 
thwaits down on what was to he 
Park Row. If this statement isn’t 
precisely true nobody can prove it, 
for neither the mind of man nor 
his written records run back to 
a time when the Cowperthwaits 
haven’t sold furniture on Park 
Row, and elsewhere. 

It would be reasonable to expect 
that in all these centuries the 
Cowperthwaits would have learned 
to advertise their business sensi- 
bly, but they haven’t. The best 
they can do in the way of illustrat- 
ing their newspaper ads is shown 
by this awful caricature of the 
“Newlywed” comics. In_ their 




















original red, yellow and green 
form the “Newlyweds” wring 
cries of torture from all sane be- 
holders, but this imitation is even 
worse than the original. Strange, 
isn’t it, that in this enlightened 
age people will buy space in the 
most expensive newspapers on 
earth and fill it with such atroci- 
ties. It is a shame that there is 
no law against it. 
a 

If a manufacturer is successful 
—if his goods sell well and he 
makes money, it is the fashion to 
speak of his advertising in the 
hushed tones of reverence. If it 





is mentioned at all, it is praised. 
The man is a money-maker— 
hence his advertising must be 
good, no matter how it looks or 
what it says. If you think it is 
badly decayed, don’t dare to say 
so—if you can’t conscientiously 
praise it, keep still. That seems 
to be the rule. 

Hence I am flying in the face 
of precedent when I unblushingly 
proclaim that I think much of 
Mr. Post’s advertising is absurd. 
Go on with the familiar bromide 
that it must be good because it 
sells Grapenuts and Postum, if 
you must, but I refuse to be con- 
vinced that sensible advertising 
wouldn’t sell a whole lot more. 
Take, for example, this “Toastie” 
advertisement : 

The hungry schoolboy who played 
ball so hard that he fell asleep waiting 
for supper,’ and then dreamed he 
was at a feast, suddenly awoke to 
the realization of his dream. 

His thoughtful mother had placed a 
heaping saucer of 

Post Toasties 
and cream on his plate, and then gave 
him “the loving nudge.” 

Now, if a manufacturer who 
had his fortune yet to make were 
to spring a thing like that wouldn't 
you say it was silly? And if he 
should fail, wouldn’t you unhesi- 
tatingly declare that a man who 
advertised his goods in such a 
childish way was predestined to 
failure? You surely would. Why, 
then, do you say it must be good 
because Mr. Post is responsible 
for it? 

Here is another one, illustrated 
by a hand reaching for a cup. 
The picture doesn’t mean any- 
thing. The text means but a trifle 
more than nothing at all. The 
advertisement doesn’t look well. 
It doesn’t read well. It doesn’t 


‘advertise Postum well. It’s just 


plain, ordinary, no good. That 
seems obviously true, doesn’t it? 
Then why not forget who did it 
and what a_ successful business 
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man he is, and boldly and unhesi- 
tatingly brand it Rotten? 


a 
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In Easy Reach— 


POSTUM 


“There’s a Reason.” 


Poxtem Ceres! Co, Lid. Katte creck, Neh. 0. S.A 


The little tragedies of life are 
often faithfully mirrored in the 
advertising pages of the maga- 








zines. Consider for a moment, 
with due sympathy, the pathetic 
situation pictured in this Knabe 





advertisement. Bertha had long 
wanted a piano, and at last her 
Uncle Tom, moved by her plead- 
ings and importunities, loosens up 
and bought her one. It has come 
home. It is a Knabe. In the bit- 
terness of her grief Bertha sinks 
upon the stool in an attitude of 
deep dejection. She leans her 
head upon her hand, and with 
difficulty restrains her tears. Sad, 
isn’t it? How could Uncle Tom 
be so thoughtless? 

x x 


A man who is probably trying 
to have fun with me says he read 
with devouring interest my recent 
remarks on clothing advertising, 
and thinks that probably the cir- 
cular lately issued by Mr. I. 
Fischer, of 177 Third avenue, 
would just about suit me. Here 
is what Mr. Fischer says: 

If you want to make a hit 

Always look for perfect fit. 

Don’t go to a tailoring shop 

That will give you “ready-made” job. 
High grade clothing, finish, style 
Make yourself and others smile, 


And the small advance in price 
Certainly does not cut ice. 

See J. Fischer for your suit. 

Take my warning, don’t be mute! 
There you'll find in great array 
Sack-suits, trousers, cut-away. 


All the styles from England, France 
To select you get a chance. 
Should domestic you prefer 
Also this will suit you there. 


Sixteen for suits is regular price, 
If you'll pay more it’s in your choice, 
You know you get your money’s worth, 
And I, that you will me endorse. 


My numerous patrons did the same 

And they are very glad they came; 
For if you want distinction, cute 

1 Fischer only makes your Suit. 


I don’t pretend to know much 
about poetry; probably those who 
do would pick flaws in Mr. 
Fischer’s verses. It is quite like- 
ly, though, that the people among 
whom he seeks patronage know 
even less about it than I do, and 
think that this is hot stuff. Any- 
way, I think Mr. Fischer is just 
about as near right in his adver- 
tising as some of the tip-toppers 
who show us pinheaded Rah Rah 
boys accompanied by overworked 
adjectives that tell much less about 
the goods than the Fischer “poet- 


ry” does. 
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The Editors of 


The Orange Judd Trio have access to many sources of infor- 
mation on agricultural matters which are not available to any other 
farm paper editors because we are the largest publishers of rural 
books in the country. Our publishing of farm books is a tremendous 
business in itself, as is shown by the large catalog we publish 
giving the titles and descriptions of the various works on agricultural 
subjects published solely by us. 


The writing of some of these books and the editing of others 
have so perfected our editorial organization that the Orange Judd 
Trio are acknowledged as the standard, and we are regarded as 
headquarters for information in every line of agriculture and 
kindred subjects. 


Equipped as we are, is it any wonder that 


The 
ORANGE JUDD 
TRIO 


Scores so many successes with advertisers, and is it any 
wonder that it requires a quarter of a million copies of our papers 
each week to supply our paid subscription list. 


The Orange Judd Farmer with 90,000 circulation covering 
the western states; the American Agriculturist with 110,000 cir- 
culation covering the middle states; and New England Homestead 
with 50,000 circulation covering the New England states are 
mighty factors in their respective sections. Week after week and 
month after month they carry more high grade advertising than can 
be found in any other farm papers. Each and every advertisement 
is guaranteed under our ironclad contract. 


As we have in the past been of service to many who are 
now successful farm paper advertisers, so we may be of service to 
you, and will be glad to call upon you in person or take the sub- 
ject up by mail. 


ORANGE JUDD COMPANY 


Western Office : Headquarters : Eastern Office: 
1448 Marquette Building 439-441 Lafayette Street = 1-57 West Worthington St. 
Chicago, Ill, New York Springfield, Mass. 
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ADVERTISING TO THE BOY 
FIELD. 








GROWING APPRECIATION OF THE 
YOUTH—GOOD RESULTS MADE POS- 
SIBLE BY THE BUILDING UP OF A 
LARGE AND HIGH-CLASS BOY CIR- 
CULATION BY THE “ AMERICAN 
Boy.” 





Not long ago a well-known ad- 
vertising man asked some one 
whether he remembered a certain 
advertised product and the man 
replied, “Why, certainly; I very 
distinctly remember reading their 
advertising when I was a boy.” 

The advertising man was a keen 
observer, and that answer stuck in 
his mind so much that he made 
some inquiries and calculations 
which eventually resulted in his 
using some boys’ and young peo- 
ple’s publications. “It had never 
occurred to me before quite so 
strongly,” he said, “that the youth- 
ful impressions of advertising are 
most vivid and long-lived. I needed 
only to refer to my own boyhood 
to remember most vividly some 
things advertised, and it struck 
me that, outside of all other con- 
siderations which make advertis- 
ing to boys profitable, there is a 
great deal in getting growing 
young people in touch with your 
goods while their interest in life 
is keenest and while fewer objects 
of attention claim their mind.” 

Few of the brighter class of men 
to-day were not readers of some 
publication or another in their 
boyhood days, such as Golden 
Days, Golden Hours and many 
others. These publications, which 
had a_ strong following, but 
which have not lasted, failed 
largely because they were story 
papers pure and simple and 
did not follow the boy in his hob- 
bies. The modern boy is different 
from the boys of past generations 
in that he is interested in all kinds 
of mechanics and hobbies and 
sports, and begins very early to 
seek for ideas concerning his ca- 
reer, his work in the world. 

Census statistics show that there 
are twenty-six million young peo- 
ple of both sexes in the country 
between the ages of 5 and 20; also 
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that 499 out of every thousand are 
boys, consequently it can be fig- 
ured that there are 12 5874,000 bays 
in the United States. This very 
large number of energetic youths 
presents a unique possibility to ad- 
vertising. Life habits are being 
formed — many times life preju- 
dices—for this or that article. The 
modern boy is far more often grat- 
ified in his desires for things than 
the boys of any other age or any 
other country, and an amazingly 
long list of articles: is now suc- 
cessfully advertised to boys. Fur- 
thermore, boys are dressed much 
better in these days than they used 
to be, and use more merchandise 
of every kind than boys of any 
other time. 

The Menzies Shoe Company re- 
cently wrote to the American Boy 
that one-third of the orders re- 
sulting from its two years’ adver- 
tising in that publication were for 
men’s sizes of shoes, and other 
evidences make it clear that a pub- 
lication like the American Boy, the 
average age of whose subscribers 
is calculated from statistics to be 
154 years, sells a large proportion 
of all the things which men buy. 

The success of the American 
Boy has been very unique and in- 
teresting, totally eclipsing the 
prestige of any boy publication 
which has ever ventured into the 
field. It has never endeavored to 
straddle and make itself appeal to 
girls as well, but has specialized 
very closely for the boy. It has 
gone deeply into all the modern 
boy’s interests and provided not 
only fiction of a superior class, 
while still maintaining the ener- 
getic action which makes dime 
novels so attractive to boys, but 
has supplied practical and _ inter- 
esting information and help for all 
the innumerable fads and interests 
of boys. It has also aimed much 
at providing inspiration towards 
successful careers. All these things 
have firmly cemented the friend- 


ship of a host of 160,000 boys and, 


made them indefatigable readers 
of the magazine. 

It will surprise many advert's- 
ers to learn the wide variety of 
advertising carried by the Ameri- 
can Boy. Uneeda Biscuits, Chic- 
lets, Kodaks, books, underwear, 
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shoes, clothing, fountain pens, safe- 
ty razors, shirts, musical instru- 
ments, breakfast foods, candy, 
schools of every kind, talking ma- 
chines, toilet articles, watches, in 
addition to every sort of outdoor 
and sporting goods and_ even 
household supplies have found the 
boy field a profitable one. 

It has been found that since the 
boy is a mighty important part of 
the home, and “where there is a 
boy there is a family,” adults and 
even sisters have found the Amer- 
ican Boy interesting. The careful 
editorial policy of the American 
Boy has made it a welcome and 
approved visitor in the home. This 
is proved by the fact that as high 
as 68'4 per cent of subscribers 
renew each year. 

The American Boy employs no 
solicitors and depends entirely on 
its advertisements in Printers’ 
Ink, circulars and letters and 
merit to present its claims. That 
it is succeeding is shown by the 
splendid line of advertising and 
its rapidly increasing circulation. 
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Because It Pays 








That’s why display advertising 
in The Chicago Record-Herald 


Gained 235 Columns 


during the month of April, 1909, 
over the same month last year. 
This is not a spasmodic increase. 
During the first four months of 
this year The Record-Herald 


Gained 740 Columns 














of display advertising over the 
corresponding months of 1908. 
These gains cover all classifica- 
tions of high-grade advertising. 
No get-rich-quick, fake financial, 
deceptive or otherwise undesir- 
able advertising is accepted by 
The Record-Herald. Circulation 
and advertising books and rec- 
ords are always open to inter- 
ested advertisers. 


THE 


CHICAGO RECORD-HERALD 
New York Office, 437 Fifth Ave. 




















Season 
Baseball Passes 
Given Free 

BY THE 
Baseball Magazine Co. 





For the five best sugges- 
tions on how to improve our 
magazine from the standpoint 
of the advertiser. 

These passes issued for any 
ball ground. 

Open to all. 


Passes awarded June Ist. 





BASEBALL MAGAZINE, 


Boston, Mass. 


Circulation 40,000 
Page Rates $60.00 


Western Representative: W.S.CLUFF, 





140 Dearborn St., Chicago, Ill. 





The German Weekly 


of National Circulation 


Lincoln Freie Presse 


LINCOLN, NEB. 
Circulation 149,281. Rate 35c. 











THE LEADING THEATRICAL WEEKLY 


“ARIETY 


The only theatrical paper reaching the 
desirable class of readers. 
Publication Office 
1536 BROADWAY, NEW YORK CITY 














4 Baker Needs ™ 
A Slogan— 

That answers the question of 
Editor Frederick, who recently 
asked, ‘‘What’s the Matter with 
Baker?’’—meaning the cocoa ad- 
vertising. 

You need a slogan, too. No 
matter what you make or ad- 
vertise Tell Thompson to write 
one for you. 

Tell Thompson, 281 Lark street, 
Albany, N. Y. 
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I'll Work Without Salary 


for you, the New York City 
Advertising Manager or Agen- 
cy. Even with a full staff I'll 
fit in. 

You can use me—yes, here 
especially I would be valuable 
to you—in getting up ideas, 
particularly in connection with 
campaigns to the trade; or 
as,— 


An assistant, say, relieving 
you of detail; one upon whom 
you could absolutely depend; 
of proven and tried reliability, 
with tact and executive ability, 
a trained correspondent, able 
to act on his own initiative 
when necessary and break in 
and adapt himself to conditions 
quickly, or— 


For writing follow-up mat- 
ter, some little copy, etc. 


A very prominent magazine 
Advertising Manager person- 
ally recommended me for posi- 
tion as Advertising Manager 
without “ever seeing me, so 
there must be some ability back 
of my talk. 


I am 26 years of age, have 11 
years’ business experience, and 
an absolutely clean record with 
wholesale and manufacturing 
houses. 


Remember, you’re under no 
risk or obligation in taking me. 
If you wish, start me at the 
foot of the ladder and I'll pitch 
in and work full steam with- 
out salary until you say, “Dick- 
son, you are worth so much 
to me.” 

Ready now—say the word. 


R. J. Dickson, 
946 Sixth Ave. New York. 





ADS BAD, BUT FOLLOW-UP Goop 





Ap Art SErvIcE, 

CLEVELAND, OuHI0, April 27, 1909. 
Editor of Printers’ Ink: 

From time to time, I have read your 
“Griddle” comments «on advertising, 
and with considerable interest. Your 
April 7th comments on the Story & 
Clark Piano Co.’s “puzzle” advertise- 
ment would, at first glance, seem 
warranted, but I suggest that you 
watch the papers for another insertion 
of this or like advertisement and then 
send in an answer for the purpose of 
securing the follow-up literature. This 
scheme was originated by Herman 
Wolfe, the Cleveland manager of the 
Story & Clark Piano Co., and this 
picture is the first of many equally 
simple and ridiculous “puzzle” pictures 
which were run in about the same 
space in Cleveland, Chicago, Toledo, 
Columbus, Cincinnati, Indianapolis and 
Pittsburg for this company, and which 
have been copied by other cities as 
far West as the Coast. The follow-up 
is the meat of the nut in this case, and 
I know that in the cities mentioned 
the Story & Clark Piano Co. has made 
a wonderful progress, and sold an 
unusually large number of pianos, right 

*wugh the times we are wont to 
refer to as the “financial depression.” 

W. C. Kenaca. 


8 


PACIFIC COAST AD MEN. 





The 1909 convention of the Pacific 
Coast Advertising Men’s Association will 
be held in Seattle, Wash., this year dur: 
ing the Alaska-Yukon-Pacific Exposition, 
on June 15th, 16th, 17th, when the 
members of the Association and all 
visiting advertising men will be_ the 
guests of the Seattle Publicity Club. 
The latter organization, as hosts, have 
in preparation a programme that promises 
to be interesting, more or less instruc- 
tive, and entertaining—with the accent 
on the entertain. Several men promi- 
nent in the advertising business are 
expected to be present from the East 
as well as from the Pacific Coast. 

There will be an evening on the 
“Pay Streak” at the A-Y-P Exposition, 
automobile rides, and a dozen or more 
methods and “stunts” for making the 
visitors enjoy themselves. . 

The‘ officers of the Seattle Publicity 
Club, Inc., which will entertain the 
convention, are: President, Joseph 
Blethen, associate editor of the Seattle 
Times; secretary, A. J. Izzard, of the 
White Advertising Bureau; treasurer, 
P. A. Hughes, business manager of the 
Seattle Post Intelligencer. These offi- 
cers also act as trustees, with Adolph 
Schmidt, advertising manager of the 
Seattle Star; Fred H. Mantor, adver- 
tising manager of Frederick & Nelson, 
and J. Frederick Thorne, of the Thorne 
Advertising Service, Inc. 


ee Se ns 
Hampton’s Magazine and the Book- 


man have just been admitted to mem- 
bership in the Quoin Club. 
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The Des Moines Capital 


° has just purchased from the Goss 
Printing Press Company their latest 
product known as a High Speed, 
Straightline Sextuple as shown above 


HIS press will print twelve page papers 

at the rate of 72,000 per hour. The 

Capital expects to place this magnificent 
press in the front part of its offices where it can 
be readily viewed from the street. The Capital's 
location, in the heart of the retail shopping 
district, will make this new press a great attrac- 
tion to the passing public. This new press has 
been demanded by the continued growth of the 
Capital’s circulation and advertising. The size of 
the paper has increased so very rapidly that it re- 
quires this new sextuple and a Hoe Quad to take 
care of the Capital’s business. The circulation 
during all of 1908 averaged above 43,000 daily. 








Eastern Representatives 
ELMER WILSON O’MARA & ORMSBEE 


Hartford Building, Chicago, Ill. Brunswick Building, New York, N. Y. 


LAFAYETTE YOUNG, Publisher 
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NEW PLANS FOR THE MET- 
ROPOLITAN MAGAZINE. 


Melville E. Stone, Jr., son of 
the general manager of the As- 
sociated Press, is busy building 
up the Metropolitan Magazine, 
which he purchased from Robert 
Howard Russell some time ago. 

A careful c'rculation accounting 
of the magazine has been made 
by the new management, and it 
is now proposed to guarantee 160,- 
ooo net circulation. O. H. Car- 
rington has been made advertising 
manager, succeeding P. Syms, 
who has joined the J. Walter 
Thompson organization. 

“A pleasant fact about taking 
hold of this magazine,” said Mr. 
Stone, “is that we are beginning 
with an ent'rely clean slate. We 
are not bound to any traditions 
which we do not relish, nor have 
we inherited a lot of manuscripts 
or advertising contracts to con- 
tinue. Furthermore, while the 
magazine has been somewhat co!- 
orless in the past, it has, neverthe- 
less, a good standing, both among 
its subscribers and advertisers. 
There is an excellent foundat’on 
upon which to bui'd. The first 
thing which is highly essential is 
to make the magazine readab'e. 
I am not one of those who puts 
the tail of the dog first and neg 
lects editorial considerations. It 
is too early, of course, to announce 
definite features, but you can say 
that there will be no muck-raking 
and that we are planning to get 
some of the very best fict‘on and 
articles. One editorial plan I am 
determined upon, and that is to 
report upon manuscripts very 
promptly and to pay upon accept- 
ance. 

“There has been little circula- 
tion work done in the past and we 
will do some strong work in that 
direction soon. If advertisers wii!l 
watch us and see how we will put 
life into the magazine, I believe 
they will soon notice some inter- 
esting things.” 


The Leavenworth, Kan., Post issued 
a very good-looking spring fashion num- 
ber of sixteen pages, containing 1.584 
inches of classified, which is larger than 
any local advertising printed in any 
Leavenworth newspaper, even though the 
rate was raised, 


MAXIM GUN_ SILENCERS 
NOW BEING ADVER- 
TISED. 

_A most interesting new adver- 
tising account is that of the 
Maxim Silent Fire Arms Com- 
pany, New York. Through the 
considerable newspaper publicity 
received when ths invention was 
recently announced, this device is 
well known throughout the world. 
Curiosity has been indulged in by 
many advertising men ever sime 
this announcement, concerning the 
advertising side of this proposi- 
tion. Newspapers have discussed 
the danger to criminal detection 
because of the opportunities af- 
forded by the new device, and it 
has even been criticised as an aid 
to sportsmen, because of the dead- 
ly advantage over game which it 

gives to hunters. 

The Saturday Evening Post and 
trade papers are to be used for a 
small campaign, advertising the 
device to sportsmen. The concern 
has arranged to safeguard public 
interests by advertising that it will 
not furnish Silencers for revolvers 
or pistols of any kind, and rifles 
must be shipped to the concern for 
the attachment of the device. The 
device is also advertised as an op-" 
portunity for indoor target shoot- 
ing for men, women and children. 
A clever booklet has been issued 
describing and illustrating the de- 
vice, and an appropriate trade- 
mark showing a sphinx inside of 
an M has been adopted. J. Wal- 
ter Thompson has the account. 

+ 0+—___—_ 
SO GOOD THAT HE GAVE HIS 
COPY TO A FRIEND. 


Sr. Bernarp Mepicine Co., 
Montcomery, Ata., April 28, 1909. 
Editor of Printers’ INK: 
To complete our files kindly send us 
one copy of your issue of April 21st. 
Five cents enclosed. After reading this 


issue and enjoying it very much, the 
writer gave it to Mr. O. C. Bell, Vice- 
President, The Kener-Bell Specialty 


Company, Atlanta, Ga., who promised 


to read it and forward you his _sub- 
scription, which we hope he will do. 
Pr.’ saat. 
—_+o+—_—__—__ 


The Worcester, Mass., Evening Ga- 
sette carried a double page ad for 
Washburn-Crosby Gold Medal Flour on 
April 21st, 
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A slice of the 
RS United States that 
contributes two- 
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m- slice that offers to- 
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5 A slice that_is covered by 
THE 
HOUSEKEEPER 


Established in 1877 

| as [no other magazine 
) covers it. The House- 
keeper has approved 
circulation of 341,900, of 
which 250,000 is con- 
centrated in this rich, 
productive middle sec- 
tion. 


uly Forms close May 25th. 
FRANK L.E. GAUSS, 


Advertising Manager, 


Tribune Bldg., Chicago 
Boston—8 Beacon St. 

New York--1208 St. James 
Bidg. 
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Its Columns Some “ 


The effect of this policy when first inaugurated resulted in 
an immediate diminishing of display advertising—natural, of 
course, as the pursuance of such a ruling bore principally upon 
the display advertising. But soon merchants recognized the 
advantage of this policy to the legitimate advertiser. This feel- 
ing grew until today The North American shows greater gains 
in advertising of the clean class for the first four months of 
1909 than any other Philadelphia newspaper. 

The figures immediately following show a comparison of display 


advertising for the first four months of 1909 with 1908—The North 
American’s gain, 9363{ columns: 


EXCLUDING NORTH AMERICAN 1,500,000 EDITION, APRIL, 1908, 


1908. 1909. Gain. Loss. 
Columns. Columns. Columns. Columns. 
North American ............. 45993% 5530% 936% 
CREE ice ausiscn fiestarass Sees 261634 ie 2427 
Record Sy ee nr ae eee 583034 648314 643% rt 
WRITE. ikasinccescdeesacsscs 499855 5023 520% 
BOE Mesto sec pow awisteuls 5 ative. aa'e 3014% 3708 9334 
TS Ee 2 So ae 390834 4486% 48734 


Total advertising excluded by The North American’s policy carried 
by five other Philadelphia newspapers, first four months of 1909: 


Lines. Columns. 

NE a Day acs ead Wiles os oo oS wad Se 9,108 3034 

DEMIR eG bik ses obese hoo lew sttss'eale. ane 124% 

IO as eee EON Rn Rt eae 57,303 194% 
SMD N eos Sits fut. w i wis wieie naw om eiewk O's 38,039 132 

WRN Bs ah ck ooh Sica Sores ss os 16,946 57% 


These figures show comparisons, excluding the advertising not 
acceptable to The North American: 


EXCLUDING NORTH AMERICAN 1,500,000 EDITION, APRIL, 1908. 


1908. 1909. Gain. Loss. 

Columns. Columns. Columns. Columns, 
North American ............. 45993 5530% 93034 igs 
SA RO Ee ee 285054 2586 = 273% 
See 583034 635834 519 
IN he eS Ae wig Sassen e 4493'% 48287% 33536 i38 
DUNN aches i bos aah nies esos co's 4 30144 3576 eee 38% 
SE id 2 ais 5 er xv ange kg es so 30083 4420% 430% i 
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RICAN Decided Upon Its 
» Ones” Said, “Watch” 


Then compare 1909 figures with 1907. These figures include adver- 
tising in other papers excluded by The North American’s policy : 


1907. 1909. Gain. Loss. 
Columns. Columns. Columns. Columns. 

monn American ............ 510074 5530% 43514 P 
28 esis ig Sis aoa bass ean 3378 201634 7 761% 

BE SEO neers Serre ne 62777% 6483% 205% ee 
| SE Pee erate ee tee 522134 5023 ess 19834 
ae 55 ogi oleic ote ays ae ...+ 39014% 3708 ud 20678 
Seem Ie mee 45027% 448014 oss 1634 
Exclude the unacceptable advertising from the 1909 figures, compare 
with 1907 figures and note: 1907. 1909. Gain. Loss. 
Columns. Columns. Columns. Columns. 

North American ............. §100% 5530% 435% sie 

NT FG sie Veco Sa ais xe ea 08 3378 2586 — 792 

LE Eee OnE eleartice te 62777% 635834 807% ee 
RR ee Nes yap daa saipreses 522134 48287% te 302% 
Ry wie choad (iro. 06 F860 8 Gin scapes 3014% 3570 Ae 338% 
TE IS 5 2d csi hash i 450274 4420% ae 7354 


The following shows the amount of unacceptable display advertis- 
ing carried in the other five papers during April, 1909: 


Ledger. Record. Inquirer. Press. Bulletin. 
Lines. Lines. Lines. Lines. Lines. 
2435 9850 17024 9552 7560 
Columns. Columns. Columns. Columns. Columns. 
8% 3356 57% 32% 2558 


NOTE—The North American’s 1,500,000 edition mentioned above 
was a special industrial number to emphasize the fact that Philadel- 
phia’s population had grown to 1,500,000. This edition contained 4363% 
columns of display advertising, which is the largest amount of adver- 
tising ever carried before or since by a Philadelphia newspaper. These 
figures have never been included in any of our comparative statements. 


THE NORTH AMERICAN 
PHILADELPHIA 


NEW YORK CHICAGO ST. LOUIS 
516 Flatiron{Bidg 1202-04 Tribune Bldg 409 Globe-Democret Bldg 
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Take the 
Short Path 


epply when 
‘grocer’ ? 

You know the “short path” to the 
“consumer’’-——it is general publicity; 
if you don’t there are lots of able 
advertising men who can teach you. 
You don’t know the “short path” to 
the grocer and neither do any of 
our famous advertising men whose 
lifework has been reaching con- 
sumers—they are specialists in an- 
other line. We know OUR busi- 
ness like they do THEIRS—like 
YOU do YOURS—we can show 
you the “short path” to the grocer. 

We can name fifty of the biggest 
manufacturing concerns in _ this 
country whom we have guided over 
this path and every one of them 
will tell you that they reached their 
destination quicker than they ever 
did before. Most of them will tell 
you that they didn’t think we were 
taking them the right way when we 
started, so if this is YOUR idea 
don’t let it stop you from finding 
out what we know. 


dealing with the 


THE SHORT PATH TO THE GROCER IS THROUGH 
The Grocery and Allied Trade Press of America 


“Americar 
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“Retail Merchants’ Journal,” 


tlanta, Ga.; 


ciation,” Detre 
Commercial 
and St. Paul; 

hicago; “In 
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ern Mer- 
“Ine and 
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vit, Mich.; 
Bulletin,” 
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Louis; “Eli Grocer and 
General Merchant,” St. Le 


suis, Mo.; 
Peoria, 


Ill.; “Omaha Trade Exhibit Com- 
OFFICERS 


Norman H. Johnson, President 
F. N. Barrett, Vice-President 


World and General Merchant,” Phil- 
adelphia; “Retail Grocers’ Advo- 
cate,” San Francisco, Cal.; “T 
Register,”’ Seattle, Wash.; 
Provisioner,” New York; 
chants’ Journal,” Topeka; “Inter- 
state Trade Bulletin,” Denver, Colo.; 
a ommercial Bulletin,’ Los Angeles, 
Cal.; “The Grocer and Country 
Merchant and Tobacconist,” San 
Francisco, Cal.; “Merchant's In- 
dex,’’ Denver, Colo.; “General Mer- 
chant’s Review and Mixed Stocks,” 
Chicago, .; “Price Current,’ 
Wichita, Kan.; “Retail Merchant,’ 
Dallas, Texas. 





Charles Thorpe, Treasurer 
A. T. Holmes, Secretary 
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WANTS TO BE SHOWN ORIGIN 
OF PHRASE, 





Roya Typewriter CoMPANy. 
New York, April 26, 1909. 
Editor of Printers’ Ink: 

On page 16 of your issue of date 
April 24th, G. W. Bennett states that 
“You can pay more money, but you 
cannot buy a better bicycle than the 
Rambler’ was originated in 1895 by 
0. G. Formhals. I do not doubt this 
gentleman’s statement in any way. At 
the same time, I must say that from 
1890 to 1897 I was an _ enthusiastic 
bicyclist, attended all shows, read all 
catalogues, and generally took an in- 
terest in all wheels. J well remember 
the “Rambler” and rode one for two 
years, but can faithfully say that 1 
do not remember the phrase, and, while 
I do not wish to be insistent, I would 
like Mr. Bennett to know that, I am 
from Missouri, and am very willing 
to be shown. 

5 Be 


_ +o 
INQUIRIES FROM UNEXPECTED 
QUARTERS. 


STEWART. 


Movinec Picture News, 
New York, May 5, 1909. 
Editor of Vrinters’ INK: atts 

I always like to show my appreciation 
of any little benefit that may come, 
and I want to say that the small ad 
I placed in Printers’ Ink has brought 
me replies from unlooked for quarters. 

To show where it goes I may state 
that an inquiry has come from Coventry, 
England, one from Cuba, and two from 
far distant States. 

While the Moving Picture News on'y 
circulates among cinematograph indvs 
tries, the inquiries come from people in 
other walks of life. 

ALFRED H. SAUNDERS. 


ieniemmmenesalipiipignrasiiaaeme 
PROFITABLE ADVERTISING AND 
SELLING MAGAZINE CON- 
SOLIDATE. 


Profitable Advertising, published in 
Boston for the past eighteen years by 
Kate E. Griswold, and Selling Magazine, 
published by Emerson P. Harris, will 
on June Ist be merged into one_maga- 
zine to be known as Advertising-Selling. 

It will contain 150 or more pages a 
month, and will be printed on coated 
paper, with the same high order of 
typcgraphic arrangement that has made 
Profitable Advertising so well known. 

Mr. George French, for many years 
editor of Profitable Advertising, will 
continue in the office of editor-in-chief 
with Mr. A. Eugene Bolles as general 
manager. Mr. Bolles has made a suc- 
cess of the Housefurnishing Rev'ew. 

Both Miss Griswold and Mr. Harris are 
interested in the new organization, the 
main offices of which will be 253 Broad. 
way, New York. The Harris-Dibble 
Company effected the consolidation. 

——_+o-——___—_—_—_ 


Alfred S. Heran, for the past year 
connected with Suburban Life, has been 
obliged to resign his position on account 
of ill health. 
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Ghe 
St. Louis Star’s 
Record 


FOR MARCH, 1909 


@ The official figures show that the 
da‘ly Star made a 


GAIN OF 361 COLUMNS 
over the corresponding month of last 
year. 
@ The other two afternoon newspapers 
combined gained 143 columns— 
Post Dispatch §9 columns, 
The Times 54 columns. 

@ The highest gain made by any other 
St. Louis newspaper was 89 columns, so 
The Star gained over 4 times as 
much as any newspaper (morning 
or evening) in St. Louis—and over 
twice as much as the other two 

afternoon papers combined. 


@ Just another demonstration of the 
remarkable progress this paper is mak- 
ing. 

@ Why is the Star’s advertising patron- 
age growing twice as fast as that of 
both its contemporaries in the afternoon 
field ? 

@ Here’s one reason—its home circula 
tion is growing more than twice as fast 
as that of both of them combined. 


THEST.LOUIS STAR 
By CAL. J. McCARTHY 
St. Louis, Advertising Manager 
April 29, 1909 Lewis Publications 
Special Representatives—St. Louis Star 
BARNARD AND BRANHAM 

Boyce Bldg., Chicago 

Brunswick Bldg., New York 











“A Daily Newspaper for The Home” 


The Christian Science 


Monitor 


OF BOSTON, MASS. 


Every Afternoon Except Sunday 





World-wide Circulation and 
undoubtedly the most 
closely read 

newspaper in the world. 





Advertising rates furnished 
on application. 
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PRESERVE ‘PRINTERS’ INK ” 
and other journals of value by using 
the “American” Magazine Binder 
inserts kept clean, convenient and 
consecutive without piercing ot 
punching. Printers’ Ink binder 65c., 
prepaid, remit with order. Made in 
any size or thickness for any purpose. 
BALL-CURTIS PUBLISHING CO., 
915 Security Block, Minneapolis. 











N opportunity 
for the right 
people to ob- 

tain the selling end 
of a prosperous 
manufactur Ing 
business on un- 
usual terms—but 
the people must be 
right. 
The advertiser is the owner of 
the largest business of its kind 
in the country. Its product is 
sold to jobbers anj department 
stores. 
On account of the death of a 
partner he finds that he cannot 
give the attention they deserve 
to both the manufacturing and 
selling ends of the business., 
In consequence of this he wishes 
to put his entire product on the 
market through a sales company 
to be formed for that purpose. 
The sales have reached a total 
of a quarter million a year. 
This amount can be increased by 
the right people who have the 
necessary brains and energy. 
A close corporation of say three 
men—a trained  salesmanager, 
and two crack-a-jack salesmen— 
would be the ideal combination. 
Or one big man—big in ex- 
perience, and big in brains— 
could swing it, and make more 
money a year for the amount 
invested than in almost any other 
business. 
The men, or the man, must first 
prove to my satisfaction, that 
they are the calibre men _ re- 
auired. 
Then they must have $25,000 to 
finance the proposition. 
It is from this sort only I wish 
to hear—I don’t want to be 
bothered with letters from the 
simply curious or agents. 
If you're interested and can 
mect the requirements, let me 
know something about what 
you've done, and what bank will 
siy you're good for the money. 
Every letter will be kept in the 
strictest confidence. 


MANUFACTURER, BOX 18 
Printers’ INK 
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Hk ADVERTISING? 
NAL Casu REGIstER Co. 
a Cat. April 19, 1909. 
INTERS’ INK 
1st resalenl your — letter 
that my subscription to 








your magazine expires with the issue 


of April 14th 
it, as [ wor 
good that it 
Along the 
tisements, or 
not tell wha 
have clipped 


1, and I hasten to renew 
ild feel lost without the 
brings me every week. 
line of misleading adver. 
advertisements that do 
t is being advertised, | 
the attached from the 


San Francisco Call, dated April 19th, 


in the form 


McCullough, 
the roof on 
['wenty-first 


of a reading notice: 


2023 Market street, has 
the Boyson apartments, 
and Dolores streets. 


It seems to me that it was very 
careless of the owner of the Boyson 


ipartments te 
o get away 
part, I can 
vants with i 


» allow this McCullough 
with the roof. For my 


‘'t see what McCullough 


t, and the average own- 


rs of buildings in this city, I believe, 
find that they need roofs occasionally, 


Undoubtedly 


this owner of the Boyson 


ipartments has been looking high and 


low for his 1 
McCullough 
ibly some da 
with it. 

Seriously, 
vhat McCullo 
er paint, shi 
not. 


P. S.—I h 
solution. M 


oof, little suspecting that 
had sneaked up, prob 
rk night, and made away 


I would like to know 
ugh is advertising, wheth 
ngles, chimneys or what 


©. XH. Hrs. 
Manager Advertising 
ave just found a_ possible 


aybe McCullough — owns 


this roof and intends starting up a 


roof garden! 


——<+ oe —_—__—_—_ 


Evidence thé 


it the New England Maga 


sine is rapidly becoming more appre- 


ziated is show 


n in its 82 pages of cash 


idvertising for May. — Publisher Chap- 


nan is about 
men of the 
foston of 19 
by ex-Govern 


article by ex- 


vard. The I 


resumed in tl 


At the Text 


to publish a unique speci- 
printer’s art called “The 
15” with an introduction 
or Bates and a _ leading 
President Eliot of Tar- 
awson articles are to be 
1¢ April number. 


ile Show in New England 


a rather progressive means was_ taken 


by the A. W. 


Ellis Advertising Agency 


to interest textile manufacturers in ad 


vertising. A 1 
that the best 
vest things k 
mottoes are, 

manufactures 
telligently bot 
‘hat your prc 


irge sign says, “‘Advertise 
things made shall be the 
nown—advertise.”” Other 


“Advertise so that honest 


honestly sold can be in 
ight,” and “Advertise s0 
duct is photogre iphed in 


he minds of the people. An interest 


ng exhibit of 
treet car ac 
series of prin 


newspaper, magazine and 
Ivertising is shown. 
ted leaves containing ad- 


vertising thoughts were frequently dis- 


tributed, one 
narked and 


of which said, ‘Trade- 


advertised merchandise is 


eldom, if ever, found in closing out 


sales.”” Much 
in the exhibit. 


interest was manifested 
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IT WILL!BE DIFFERENT 
FROM THE JUNE ISSUE ON. 











SOILED fingers, rough usage or or- 
dinary wear won’t fray nor injure 

the celluloid tip—makes index guide 

cards outlast two of ordinary kind. 


CELLULOID TIP 
GUIDE CARDS 


have a one-piece celluloid tip folding 
over top of card—where the wear 
comes Will not crack, fray nor curl 
up. Tip doesn’t show wear and pro- 
longs life of card. 

Ask your dealer for one piece 

lip or write direct for samples. 

STANDARD INDEX CARD CoO., 
701-709 Arch Street, Philadelphia, Pa. 











f Very Choice Circulation, 
A live, growing paper and a real 
growing circulation which goes into 
6,100 homes—real homes—owned by 
the man who lives there—men who 
have money to spend for comfort, 
necessity or luxury. Reach this 
class circulation at a low rate—our 
rate card tells how. Washington 
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Dealers and The gradual yet 
Nationally certain effect of 
Advertised national advertis- 


ing seems to be 
Goods the increasing ed- 


ucation of dealers to make use of 
goods of reputation. It has been 
perfectly natural for dealers to 
consider their local prestige alto- 
gether unique and dominating. 
Many are perfectly sure that they 
have such a strong standing in 
their local community that their 
word about merchandise is more 
effective than any nationally ad- 
vertised reputation. The adjust- 
ment of this exaggerated tendency 
to that of shrewd comprehension 
of the merchandising economy of 
handling advertised lines is rap- 
idly eccurring. 

Some interesting actual illustra- 
tions of this matter have occurred : 
The Marshall Field store, Chi- 
cago, with its unique and rather 
dominant reputation, some time 
ago decided that it could make 
more money by dropping a certain 
nationally advertised line of goods 
and selecting a make upon which 
it could put its own label. Hard- 
ly had this been done when Car- 
son, Pirie, Scott & Co. made ar- 
rangements to handle the relin- 
quished nationally advertised line 
and drop its own brand. Up to 


date it has appeared to close ob- 
servers that Carson, Pirie, Scott 
& Co, were getting considerably 
the advantage of the arrangement, 
as it has been having steadily in. 
creasing sales, and Marshall Field 
may do as it has done before—go 
back to an advertised brand. 

Another case in point is that of 
a dealer who got into an argu- 
ment with a manufacturer’s sales- 
man as to whether the nationally 
advertised goods were as strong 
with the consumer as his own 
name. The dealer was confident 
that his name carried the most 
weight, and the salesman was dip- 
lomatic, but held to his own be- 
lief, which he presently backed up 
by arranging with the dealer for 
a test. He supplied him with a 
stock of goods and said, “If a 
man comes in here asking for our 
brand, and you can make him con- 
tent with your own brand, then 
the argument is off; but if he in- 
sists on my brand, give it to him, 
and then I will expect you to 
stock in my goods, if you are im- 
pressed with the people who 
come in.” 

The salesman got in touch with 
the advertising department and 
then began to make good his side 
of the boast. Every inquiry from 
the magazine advertising in that 
section was answered very care- 
fully and emphatically. <A card 
containing a reproduction of the 
trade-mark was attached to the 
letter, some especial emphasis be- 
ing laid on getting that trade- 
mark. 

The next few weeks made that 
dealer a considerably wiser man 
with regard to nationally adver- 
tised goods. The inquirers who 
were sent there had their minds 
set like a steel-trap on getting 
what they wanted and the dealer 
was not only astonished at this 
but also at the number and char- 
acter of local customers who1n he 
knew who came in. He had to 
capitulate and stock in the goods. 

The significant point in all this 
is that the most humble dealer in 
the humblest section of the city 
is able to compete on an absolute- 
ly equal basis with the larger 
and more influential merchants, if 
he handles nationally advertised 
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goods. The consumer is served 
by being assured of a_ known 
standard of goods obtainable any- 
where at the same price. ‘The 
dealer is also spared much sales- 
manship, much risk and much dis- 
advantage through handling lines 
of nationally advertised goods. 
The recently opened store in Phil- 
adelphia to sell only advertised 
goods is an early indication of a 
universal recognition of these facts 
on the part of progressive dealers. 





Tariff Delay \t is an_ actual 


fact that the dis- 
Stagnates graceful log-roll- 


Advertising ing at Washing- 
ton, in the endeavor to make po- 
litical capital out of the tariff bill, 
is costing a great deal of money 
to the advertising business. One 
day certain schedules are an- 
nounced at a high and frequently 
exorbitant rate of duty, and the 
next day it is announced that the 
material will go on the free list. 

No manufacturer or importer 
knows exactly where he will stand, 
and is consequently sitting tight 
on advertising appropriations. It 
is impossible for advertising men 
to make a single logical argument 
against this condition. They can 
simply wait and fume while the 
merry tit-for-tat game at Wash- 
ington keeps on. It has been esti- 
mated that the country at large is 
suffering losses to the extent of 
thirty million dollars a day by this 
tariff dickering, and it may be said 
that advertising suffers a gener- 
ous proportion of this loss. 

A concrete illustration of this 
is provided in the case of the im- 
porters of Marshall’s Kippered 
Herring and Finnan Haddie. A 
most excellent advertising cam- 
paign has been going on in the 
subway, and elevated and other 
cars for these products, but the 


appropriation has now been held’ 


up. The tariff bill as it now 
stands (or as it stood at the hour 
of going to press) puts a duty of 
eight cents a canon these products, 
which is a pretty stiff dose for a 
commodity already widely estab- 
lished here. Naturally the im- 
porters are “up in the air” and see 


no sense in advertising until mat- 
tets are settled. 

Still another case is that of a 
coffee-importing house which was 
recently persuaded to advertise its 
many brands, after an advertising 
agency had worked upon them for 
some years. Copy was prepared 
and there was absolutely no hitch 
in the campaign until the tariff 
log was started rolling, and cof- 
fee became tossed about one day 
on the free list and the next day 
burdened with a considerable duty. 

Other commodities and other 
advertising plans, both through 
direct and indirect relations to 
tariff, have been held up and will 
be until something definite hap- 
pens at Washington. Just when 
this will be it seems hopeless to 
figure out. 





Are trade papers 


A Far-Sight- a proper medium 


for general ad- 
ed Policy  vertising? Under 


certain circum- 
stances and with reasonable re- 
strictions, the answer is being 
made in the affirmative by some 
of the most level-headed veterans 
in the advertising business. Print- 
ERS’ INK is itself a class journal. 
The appearance in its columns of 
general advertising, such as pianos 
and automobiles, may be regarded 
as a sign of the times. The fact 
that this advertising should have 
come entirely unsolicited makes 
the circumstance all the more no- 
table. Why should any national 
advertiser, appealing to the con- 
sumer, buy space in Printers’ 
Ink? The question is ably an- 
swered by one of the ablest men 
in the field in the following letter: 


Lyon & Heaty. 
Everything known in Music. 
Cuicaco, April 20, 1909. 
Publisher of Printers’ InK: 

Dear Sir—In enclosing a page ad- 
vertisement for Printers’ Ink, we take 
the opportunity to express our convic- 
tion that one of the first steps in a 
national advertising campaign should be 
for the advertiser to place his article 
squarely before the whole Advertising 
Fraternity. 

Our house is not an entire stranger 
to the newspapers, for we have spent 
for advertising up to May 1, 1908, 
$2,374,024, but our latest creation, the 
new scale Lyon & Healy Piano, an 
instrument which must become a leader 
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as soon as it is known, is now first 
placed before the entire American 
public. 

We do not doubt that the newspapers 
and magazines will be able to deliver 
the publicity, and with some assistance 
from Father Time, we hope to repeat 
the success gained by us in the past 
with the Lyon & Healy Band Instru- 
ments, Washburn Guitars and Mando- 
lins ang the Lyon & Healy Harp. 

B. H. JEFFERSON. 


The power and influence wielded 
by the Advertising Fraternity (we 
follow Mr. Jefferson’s capitaliza- 
tion) are beyond accurate esti- 
mate. Many millions of dollars 
will be expended during the com- 
ing year by the men whose names 
appear upon the subscription list 
of Printers’ Ink. These are the 
men who will keep great factories 
moving, who will help Labor to 
find a profitable market and who 
will make great businesses still 
greater. 

If you are going to start a new 
breakfast food, first of all you 
want the grocery trade to know 
about it. The trade is on the firing 
line —it must be organized and 
in sympathy with the general cam- 
paign, if that campaign is to be a 
thorough-going success. Similar- 
ly, in starting an advertising cam- 
paign, the support of the Adver- 
tising Fraternity is invaluable. 
That is the Lyon & Healy view, 
and it commends itself to Print- 
ERS’ INK as eminently sane and 
logical. 

An advertising man needs first 
of all to be a good business man. 
Whenever you hear of an adver- 
tising manager being paid a high 
salary, you may depend upon it 
that it is the soundness of his 
business judgment, and not the 
mere knack of stringing words to- 
gether that is being so rewarded. 
Correspondence schools can teach 
advertisement writing and_ the 
general technique of advertising, 
but the one thing most desirable 
of all—sound business sense— 
must be developed by the man 
himself. It is the possession of 
this quality that has carried Mr. 
Jefferson so far in h‘s profession 
and caused him to rank so high 
in one of the greatest manufac- 
turing, wholesale and retail houses 
in the music industry of the 
world. 


Interesting Some time last 


Advertise. Sommer, when 
Arthur Capper 
ments began his adver- 
tising in Printers’ INK, someone 
first remarked that the advertise- 
ments in this publication were get- 
ting to be as readable as the text. 
“No matter how fast your 
text matter is growing in read- 
ability,” said someone else this 
week, “I think your ads are keep- 
ing pace with it. I learn a lot 
from your advertising pages— 
more, aS a matter of fact, than 
from most solicitors! Take that 
ad of the Street Railway Adver- 
tising Company—it’s as interesting 
as an article. That Chicago Ex- 
aminer ad made quite exciting 
reading. Mr. Black’s ads for the 
Butterick Trio are always very 
meaty. Those Ainslee’s ads are 
bright, and Mr. Ethridge’s ad 
April 28th was very entertaining. 
That North American ad was a 
piece of literature. I could go 
on quite indefinitely, but I merely 
want to show how I appreciate 
your advertising pages, as well as 
your text. They give me a coun- 
try-wide view of advertising data 
in compact form, which I do not 
know where else I could get.” 


That the English 


Success of 7 Page 
edition oO RINT- 
ao ERS’ INK, just 


launched, is to 
be a success from the very start is 
made evident by the prompt sale 
of the front cover advertising po- 
sition to the London Times. The 
unique prestige of the Times is a 
matter of world-wide knowledge, 
and by those who know Engiand 
the Times leadership in such a 
matter as advertising in the Eng- 
lish edition of Printers’ INK is 
regarded as insuring the support 
of all the leading newspapers and 
publications in England. 
Printers’ InNk’s English edition 
is thus starting at a high level of 
success with the very first num- 
ber, and having already won the 
support of the strongest publica- 
tions, it will be but a short time 
when its advertising pages wil! be 
an accurate index to every worthy 
periodical in the United Kingdom. 
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(HRISTIAN HERALD 


AN ILLUSTRATED FAMILY MAGAZINE 





HE ADVERTISING 
contained in the first four 
months shows the following increase: 


January to April,1909=68,228 Lines 


(17 ISSUES) 


January to April, 1908=53,053 Lines 


(18 ISSUES) 


Increase, 15,175 Lines 


being the best possible evidence that 
the leading advertisers appreciate the 
value of this great Family Magazine, 
going weekly to a Quarter Million 
people. 

Include The Christian Herald in 
your appropriation—it will pay you. 


‘ (96-97 Bible House, New York 
P. B. Bromfield, 11622 Marquette Bldg., Chicago 
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“SEEING SOLICITORS.” 


BRIEF SUGGESTIVE INTERVIEWS AL- 
WAYS WELCOME—MANY TEN-CENT 
PACKAGES TO BE SOLD TO PAY FOR 
AD OFTEN SO SUPERFICIALLY SO- 
LICITED, 

By Walter B. Cherry. 
Advertising Manager of None-Such 
Mince Meat. 

When Kankakee, Keokuk and 
Kansas City turn loose a native 
in New York, there is an even 
chance that the visitor will be 
found some day on a “seeing New 
York” automobile right behind the 
man with the horn. The way to 
see things is to go where they 
are. Sometimes we can have the 
good things brought to us, like 
the Mountain came to Mahomet. 
In that respect, the advertising 
manager and Mahomet are some- 

what alike. 

The advertising man of a na- 
tional proposition has his time 
pretty well occupied with a volu- 
minous correspondence from per- 
sonal friends in the guild offering 
good things; suggestions from 
mediums for the use of the only 
“real” space; and, if Mr. Adver- 
tising Manager is an ex-printer or 
a graduate from a newspaper of- 
fice, he can enjoy himself in look- 
ing over and reviewing the end- 
less and marvelous array of 
printed matter, circulars, cut-outs, 
trick folders, “reason why” circu- 
lars, and “here is the best ever” 
space, until the noon whistle calls 
him to lunch. 

The busy advertising man, how- 


ever, marvels at the ingenuity 
which develops this wonderful 
literature and saves some _par- 


ticular bit that appeals to him, and 
the rest goes down to oblivion via 
the waste-basket route. Mr. Ad 
Man has plenty to do after he has 
cleaned up his correspondence in 
the way of planning copy, consid- 
er'ng positions his stuff has been 
given, details surrounding check- 
ing of bills, etc., etc., and usually 
when he is the busiest Mr. Solicit- 
or’s card is handed in; and I 
honestly think that is the time 
that Mr. Ad Man should become 
a very hospitable host and turn 
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on full the “welcome to our city” 
sign. 

Some advertising men look upon 
tle solicitor’s calls as a bore. It 
should be quite the other way, 
Usuaily the solicitor is a bright, 
well posted, entertaining chap, 
who knows his game pertec.,. 
and has been about enough to 
bring a breezy, hopeful, expectam 
atmosphere with him, and it sel- 
dom does harm to change the 
atmosphere in a busy ad man’s 
office. I have always figured that 
every solicitor who takes the 
trouble to come to see the Merrell- 
Soule Company at Syracuse, ought 
to be given an easy,*cordial re- 
ception, and at least have an op.- 
portunity to tell his story briefly, 
There is the point, briefly, and 
some solicitors should learn the 
meaning of that word. ‘They are 
“afraid to go home” in the light 
and sometimes in the dark. ‘11 
advertising manager knows what 
he wants to use in the way of 
space and what is quite as im- 
portant, knows what his principals 
will stand for in the way of ex- 
penditures, and that his space 
purchases must be governed by 
his appropriation. 

I have never sold advertising 
space, but I have often thought 
that, if I ever did, I would try 
and develop some new methods ot 
approach and perfect myself in 
the “get away.” So many so- 
licitors tell their story and then 
repeat it, and even maryel that 
the advertiser can afford ot 
“dares” to pass up such an evi-: 
dent bargain. Just as I admit that 
the solicitor is an intelligent man, 
so I maintain that the advertis- 
ing manager has opinions of his 
own, and a right to them; but the 
solicitor who hangs on and per- 
sists, and then comes back again 
and won't let go, may consider 
himself fortunate if he is not 
turned down pretty roughly at the 
finish. 

In his course on salesmanship, 
Sheldon tells us there are four 
steps to a sale—Attention, Inter- 
est, Desire and Resolve. It ts 
not always possible to build tha: 
flight of steps at one. sitting, 
though a great many solicitors ex- 
pect to walk in unheralded and 
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AINSLEE’S for June 


Summer Stories that make 
Summer Advertising Effective 


The contents of A1nstEe’s for June are as cool and re- 
freshing as the orange-colored background for the vacation 
cover design. 


You strike strong story interest from the very first page 
of the complete novel by Marie Van Vorst, called “A Man 
Named Collings’; a tale whose love tanglements spread 
over half the world. You heave a sigh of relief at the last 
pages, when you find that the lovely young Irish girl who 
insisted on preferring the unfit, ne’er-do-well for so long, 
finally loves the good fellow, who, poor chap, has refrained 
like a gentleman from telling the truth about the man. 


A snappy story about stage life follows, and then an 
interesting glimpse into life and love among the poorer people 
of a great city, as the settlement workers sometimes see it. 
Every one of the short stories appeals to a radically different 
kind of interest—there’s one about artist life, a story of a 
woman doctor in the Bad Lands of the West, a ripping sea 
story by Roy Norton, a story of military people, and many 
others distinctly different. 


And the next to last installment of “The Goose Girl,” 
Harold MacGrath’s great serial, positively leaves you in a 
mystified fervor of expectation—the “plot thickens” with a 
vengeance. There'll be many a reader watching the news- 
stands next month to snatch the first copies out! 


A “spread” of such good, appetizing fiction for every taste 
is bound to please; and this summer many a vacation idler 
will depend on ArnsLee’s for his entertainment. Consequent- 
ly advertising in ArnsLeEe’s cannot help but pay. 


‘eee 


- ae 
79 Seventh Avenue 
New York 
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after a few preliminaries, turi 
around and walk right out again 
with the order; and are evidently 
disappointed if that programme 
fails. If our men could take or- 
ders of the same volume as easily 
as some solicitors expect to sell 
space, we would do a whole lot 
bigger business than at present. 

Success at times breeds con 
tempt for “little things.” Now, 
that may be more or less the truth, 
but it seems very apparent when 
one hears the solicitor of a very 
successful proposition tell the ad- 
vertiser in a positive and yet 
casual way that “that page only 
costs $3,000.” Only $3,000! What 
a lot of little 1o-cent packages 
would have to be sold to cover 
that one expenditure! Sometimes 
it seems as if the solicitor lost 
sight of money values in his suc- 
cessful work of selling $3,000 
pages. Someone called that “fren- 
zied advertising” one time. 

By all means, see the solic’tor. 
give him an opportunity to tell 
his story, and, if you can, he'p 
him to make it brief; and when 
he has received his order or h‘4 
turn down, make it pleasant for 
him to leave before you wish he 
had gone. There is a great ob- 
ligation on both sides of the ad- 
vertising buying fence. The so- 
licitor should always be made wel- 
come and given a chance to tell 
his story, and the advertising-man 
reception - committee should he 
treated like a human being with 
judgment about his own propo: 
sition and spared unnecessarily 
long calls. Both the buyer and the 
seller of advertising are human, 
and will naturally make their m‘s- 
takes, but just as short loans make 
long friends; so short calls will 
make long friends in the adver- 
tising world. 


———+oe—— 


The Associated Advertising Clubs of 
America have started the publication of 
an official bulletin. It contains very 
interesting news and matter of interest 
to advertising men and will undoubtedly 
do much to keep members of the Club 
bound together with the organization 
ties. 

Louisville, Ky., is making very active 
preparations for the National Conven- 
tion, August 26-28. Ten noted speak- 
ers have been secured for the Conven- 
tion. 


| 





James J. Hill, 


@ This great captain of 
industry and industrial 
profit is preparing a series 
of articles on “ The Future 
of America’”’ for 


“The World's Werk" 


This remarkable serial is 


| but one of four features of 


the first magnitude which 
The World’s Work has for 
the coming fall. 


@ In making this an- 
nouncement to our adver- 
tising friends we wish to 
thank them for the high 
places which their patron- 
age has given Country Life 
in America, The World’s 
Work and The Garden 
Magazine in the summary 


on the facing page. 
DOUBLEDAY, PAGE & C0., 





NEW YORK 
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“4PRIL MAGAZINES 





VOLUME OF ADVERTISING IN LEADING 
MO 


ONTHLY MAGAZINES 


‘Exclusive of Publishers’ own advertising) 
Agate 
Lines 



























Pages 
Everybody's. - 193 
Country L ife i in » America (cols. ) 251 
ere ereonneses tyes eosces 158 
System .. eeereeee 150 
ERG ay cocsssecessscede 136 
Cosmopolitan .. + 133 
World’s Work.. 129 
Review of Reviews... «- 129 
American Magazine......-++++ 123 
Sunset..ecseeees ereccccccocecss 106 
Scribner’S.seccsecececscesreers 98 
Pacific Monthly....-+eeeeeeeee 93 
Century Magazine......-+++++++ 87 
Harper’s Monthly.... coocse 42 
Hampton’s Magazine.........- 13 
Success (COIS.)..sseeeeeeeereees 9 
Outing Magazine.....-+.++++++ 68 
Field and Stream.... eoecece coe 66 
Red Book...ceccessecesececece 66 
Garden Magazine (cols. - so B 
Book-Keeper......- se 60 
Suburban Life ‘(cols. y i7 
AIZOSY..seccccccecse= coccccee 64 
Outdoor Life....ccccccee sees 53 
Uncle Remus’s Magazine(cols.) 62 
International Studio (cols.).... 82 
Ainslee’S...ececccesseee o- 49 
House Beautiful (cols.) 18 
Current Literature.. 46 
Technical World...... 42 
Van Norden ° 39 
Recreation (co 49 
Popular. .... 37 
Metropolitan 36 
Pearson’s.cccsscccscecssecs 35 
Theatre Magazine (cols)...... 45 
Atlantic Monthly........ «+++» 33 
Travel (COlS.)..ccccccodesccesee 50 
Circle (cols.) 41 
All-Story 29 
Putnam's .. oe 29 
Lippincott’s......- . -- 28 
National..... ee 27 
Smith’s......c0000 ° oe 29 
Human Life (cols) coccces -- 30 
Blue Book.......+. ‘ 24 
Appleton’s.. 23 
Strand... cccccscccccsces oes - 2 
American Boy (cols.)...+++++++ 24 
House and Garden (cols. ) ae 
St. Nicholas....ccccccccccsccee 1d 
Smart Set.. . 12 








2, 200 


VOLUME OF ADVERTISING IN LEADING 
WOME: 


N’S MAGAZINES 


(Exclusive of Publishers’ own advertising) 


Ladies’ Home Journal (cols.)... 170 
Woman's Home Comp’'n (cols.) 129 
Good Housekeeping........+.+ - 110 
Delineator (cols.)...+-+++ 
Designer (cols.).....++ ee 
New Idea (cols.)......-+ 
Ladies’ World (cols.). 
Pictorial Review (cols.).... «- 
Modern Priscilla (cols.)....... 71 






Harper's Basat...ccccccovccsece 52 
McCall's Magazine (cols.) ..... 82 
Housekeeper (cols.).........++ 5 


American Home Monthly (cols) 14 





34,000 
25,800 


VOLUME OF ADVERTISING IN LEADING 


WEEKLIES FOR APRIL 


(Exclusive of Publishers’ own advertising) 


April 1-7: Cols. 
Saturday Evening Tost........- 114 
Collier’s...ccccsscessees ceccees 57 

fe. ccccccccees 15 
Vogue... 56 





Agate 
Lines 
19,522 
10,974 
10,565 

8,631 

7,845, 






























Agate 

Cols. Lines 

Chotstinn S1eraldvicsaicccccccces 3814 6,534 
Associated Sunday Magazine... 33 6,248 
Outlook (pages).....++++ 27 6,076 
Independent (pages)........ 27 6,048 
Illustrated Sunday Magazine... -- 20 3,800 
LOGE Brcccccsecocs cove ccoces 1 3,480 
Town Topics.ccecces 18 2,964 
Youth’s Companion 9 1,882 

April 8-14: 
Saturday Evening Post......... 152 25,840 
Independent (pages)........... 59 13,216 
Literary Digest..... cece 80 11,319 
eae - 58 11,032 
Outlook (pages) ° 32 7,236 
Leslie's. ee - 6,500 
Youth's Companion ecvcesccccce 27 5,400 
Associated Sunday Magazine... 26 4,981 
Life .... 33 4,635 
Vogue.... eecccce «o-. @ 4,542 
Christian Herald.....ccscesese 22% 3,772 
Illustrated Sunday Magazine... 15 2,885 
ROWD POM osccccscdsesondss 16 2,784 
April 15-21: 

VOC ccccccesccccvcccesccccs 36,508 
Saturday Evening Post. Tr 14,790 
Collier's. ccoceee 10,365 
Literary Digest. 7,446 
Outlook (pages) 6,972 
RatGsckcncdseses 5,782 
Associated Sunday N agazine.. 27 4,995 
Illustrated Sunday Magazine... oe 25 4,918 
Lealle’s cocccccccccccese cocvce - 22 4,525 
Cc hristian Herald... cooee 263 4,485 
Independent (pages)..... oe 16 3,360 
Town Topics......++. . -- 13 2,268 
Youth’s Companion....... ecooe 10 2,060 


April 22-28: 
Outlook (pages)..++e.ssseeeee+ 136 30,490 
Saturday Evening Post. soceeccee 138 23,4€0 


(Continued on p. 50.) 
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Little Giant 
Gasoline Motors 





Enclosed we hand you proof of our 
ad. for your next isue. 

***We are pleased to inform you that 
orders are coming in so rapidly from 
our agents, boatbuilders and others, that 
we are compelled to operate our plant 
night and day with a separate force. 
This is due to the advertisement we 
are carrying with you. 

United Manufacturing Co., 
(Signed) H. N. Link, 
Manager. 
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Agate 
Cols. Lines 
Literary Digest.......++++0. coo 119 16,480 
Collier’s..... cenpenkew ana sends 56 10,742 
Associated Sunday Magazine... 29 5,500 
VOQUe...cecccccccccscsscecs 29 4,602 
Life. ...cccccccccccces . 30 4,231 
Leslle’s .ccccesccccccess 19 3,820 
Independent (pages).. oo 3,304 
Christian Herald....c.cccccees 18% 3,114 
Illustrated Sunday Magazine... 13 2,546 
Town Topics...-.-+-seeeeeeees 13 2,208 
Youth's Companion.... .+++++. 8 1,750 
April 29 and 30: 
Vogue....ccseee cccccccce cooove BS 8,204 
Leslie’s.. coce 24 4,861 
Life.ccccccccccccccces 26 3,670 
Independent (pages)... o 2,688 
*Town Topics........+. coe 14 2,368 
Youth's Companion. .......++. 5 1,110 
Totals for April: 
Saturday Evening Post........ 83,612 
FVOZUC. cee -ceereccceceee . 62,487 
Outlook. 50,874 
Collier’s.. 43,113 
Literary Digest... coces 43,090 
FLifeccccccccccccccs 28,883 
*[ndependent.....eceseesereeeer 28,616 
*Leslie’s...ccccccccesss cvcccvcce 23,186 
“Associated Sunday Magazine... 21,724 
Illustrated Sunday Magazine... 14,149 
FTown Topics .cccccccccccccces 12,592 
*Youth’s Companion... 12,142 





*Five issues. 





IN THE MAY MAGAZINES. 


No sign of hard times appears 
in the May magazines. Uniform- 
ly they contain a far greater 
amount of advertising than in 
May of last year. Country Life, 
which led last year’s summary 
with 33,712 lines, this year 
carries 43,222 lines. Everybody's 
magazine touches the absolutely 
high-water mark of the standard 
general magazines with 193 pages 
as compared with 139 pages in 
May, 1908. System has 12 pages 
more than last year, McClure’s 32 
pages more, Munsey’s 22 pages 
more, Cosmopolitan 21 pages 
more, Review of Reviews 25 pages 
more, World’s Work 56 pages 
more, Hampton's Magazine 44 
pages more, Scribner’s 18 pages 
more, Success 12 pages more. 

Among the women’s publications 
Good Housekeeping has 20 pages 
more than last year, Ladies’ Home 
Journal 25 pages more, Ladies’ 
World 7 pages more. Many of 
the publications which were rather 
far toward the rear last year have 
come up exceptionally well. 

An interesting new comer in 
the May magazines is the Iver 
Johnson Bicycles, and a few other 
new accounts. The vacation and 
outdoor advertising has become 
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plentiful and there are a number 
of new comers in these lines. 
There is also a distinctly growing 
quality in magazine copy. Alto- 
gether the May advertising pages 
make an exceedingly optimistic 
advertising outlook. 


—_———_+0.——_—_—_____. 
CONFLICTING COMMENT on 
HAWAIIAN PINEAPPLE 
ADVERTISING. 

Los ANGELEs, CAL., April 25, 1909 
Editor of PRINTERS’ INK: i 

Somebody’s wrong! 

Here is your excellent article on the 
Hawaiian Pineapple campaign which 
says “There remains no shade of doubt 
as to what is to be done with the 
400,000 cases,’’ and also, “‘Not a case 
could be procured from any New York 
City broker recently.” 

Now, turn to the enclosed clipping 
from ‘the Los Angeles Commercial 
Bulletin, which quotes Editor Buckley, 
of the Grocer World and General Mer. 
chant, as saying that the Hawaiian 
advertising campaign has not met with 
success. Somebody is lying, or some- 
body has got things twisted—or some- 
body is prejudiced. 

Editor Buckley further says that it 
is a shame that the seven jobbers’ 
brands which the Hawaiian people, 
previous to their advertising campaign, 
had allowed to be put on their products, 
and which are still being sold, should 
have been named in the advertising. 

I have not yet, however, heard of a 
consumer who asked for Hawaiian 
pineapple who did not get it, or he 
was left in doubt as to whether what 
he got was Hawaiian pineapple. I am 
afraid some of the jobbers resented the 
overshadowing of their own brands by 
the advertising oe 





J. Simpson. 
EF 
A BOOK BY JAS. H. COLLINS. 


Jas. H. Collins, well known to 
readers of PRINTERS’ Ink, is the author 
of a volume entitled “Human Nature in 
Selling Goods.”” (Henry Altemus Com- 
pany, Philadelphia, 50 cents.) Few 
people are more qualified to write about 
this subject. Mr. Collins’ thorough 
analysis of business subjects in his 
articles is well known to readers of 
Printers’ INK. For many years Mr. 
Collins wrote exclusively for Printers’ 
InK on business subjects. The im- 
portance of the drummer is brought 
out in this volume, and_ interesting 
evidences of the value of knowledge 
of human nature in selling are given. 
The entire book is a liberal education 
in model sales methods, and is certain 
to be so regarded by a great many 
business men. 

—~+eoe——__— 


Brains, formerly published by _ the 
Outing Publishing Company, has been 
purchased by . G. Boecroft who will 
continue to publish it at its old ad- 
dress, Deposit. N. Y. Many improve- 
ments have been arranged for the 
coming year, E. M. Barrett having been 
engaged as manager. 
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THE 


STUDIO 


The most beautiful generally circulated 
periodical in the English language, with the 
largest 50-cent monthly subscription list in 


America. 


The International Studio, during the 18 
months of its upbuilding, has increased from 
1,764 lines to 12,868 lines of advertising. 


During the month past a number of ad- 
vertisers, including furniture and foreign- 
tour accounts, have placed The International 
Studio first on their list for cash results. 


The National Society of HOME ART 
AND DECORATION reaches, through 
The International Studio, those who are 
building and decorating houses. 


The best way to reach the $5.00-a-year 
magazine-subscription homes—not always 
the wealthiest people, but always the best 


buyers. 


Walter A. Johnson, Business Manager 


SI 


INTERNATIONAL 


THE INTERNATIONAL STUDIO 


John Lane Company, 114 West 32nd Street, New York 
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WHAT CHANCE DO YOU 
STAND? 


ter and fatter with increasing prosperity. 

Of course we are all glad to see it, but how about 
you, the advertiser? In an advertising section of a hun- 
dred or more pages you perhaps find it difficult to find 
your own advertisement—you have to look two or three 
times before you locate it. How about the man who has 
no interest in it? 

Most people go through the advertising pages of a mag- 
azine by letting the pages slip swiftly between the thumb 
and the index finger. If something attracts the eye they 
stop. 

As the edges of magazines are untrimmed and irregu- 
lar a good many pages are likely to slip by quickly, and 
unless an advertisement possesses peculiar strength and 
unusual distinctiveness a distressingly large number of 
people out of a thousand go right along without stop- 
ping even to glance at it. 


This is a serious situation. If you can afford to pay 
from three to five hundred dollars for a magazine page, 
how much can you afford to pay for an illustration or 
design that will make it certain that a large majority in- 
stead of a small minority of the readers of a magazine 
will stop and xead your ad? 

If you figured this out you would probably conclude that 
you could afford to pay a great deal. 

The illustrations prepared by the Ethridge Company 
are the most forcible, interesting and wnavoidable fea- 
tures of the advertising pages of the magazines. This can 
be demonstrated in five minutes. 

Such being the case, it looks very much as if it were 
your move. 


7 HE advertising sections of the magazines grow fat- 


ARTISTS—COPY WRITERS—ENGRAVERS—PRINTERS 
DAY AND NIGHT ART STAFFS 


THE ETHRIDGE COMPANY 


41 Union Square, New York City 


Telephones Co | Stuyvesant 
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- COMMERCIAL ART 


By GEORGE ETHRIDGE, 41 Union Square, N. Y. 

















Hewes & Potter, of Boston, 
have long been known as excel- 
lent advertisers, and their adver- 
tising has been the subject of 
much favorable mention in_ the 
trade papers and elsewhere. 

It does not seem, though, that 

















NO. I 


plenty of rocm for the talk about 
the goods. 
* ” * 

There may be honest differ- 
ences of opinion as to the pro- 
priety of the use of Abraham Lin- 
coln as an advertising illustration, 








NO. 2 





the advertising they are doing for 
the Bull Dog Suspenders is up to 
their standard or is anywhere near 
as good as it might be. 

The example reproduced here- 
with is typical of the series. The 
pervading grayness of these ads 
does not permit either the sus- 
penders or the trade-mark to stand 
out as strongly as they should, 
and the ads have a cluttered and 
muddied appearance which is far 
from attractive. 

The style of illustration shown 
in design marked No, 2 is far bet- 
ter adapted to effective suspender 
advertising. 

% * x 

This quarter-page advertisement 
of the Hub Gore, while not beau- 
tiful perhaps, has good points 
which count for more than mere 
beauty. 

The trade-mark is very strongly 
displayed, and the use of the ar- 
ticle advertised is also cleariy 
shown. The arrangement is such 
as to call immediate attention to 
both the trade-mark and the ar- 
ticle and at the same time leave 


but there should be no two opin- 
ions as to the use of such a hid- 
eous caricature as is embodied in 
this Ox Breeches advertisement. 

The entire appearance of the 








> 
BECAUSE 


every man or woman who selects 
a pair of shoes or slippers in which 
the elastic side panels are made from 


HUB GORE FABRIC 


has our standing guarantee that it will 
outwear the shoe or slipper, or we will 
put in new goring free of charge. 
Look for the little heart trademark 
on the gore in both sides of the shoe. 
Write to-day for our guarantee certif- 
icate. 


HUB GORE MAKERS 
Boston, Mass. 
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man is a joke and his face is made 
to look like that of a Polish im- 
migrant. 

Of course, the intention of this 
advertiser is good enough, but a 
picture of this kind shows a sad 
lack of judgment. It is not only 









IVE DEALERS 


Ca 





O\ Breeches Mig. Co. 









LOUISVILER, KY, 








inartistic and uninviting, but it is 
sure to arouse a feeling of resent- 
ment in the minds of a great many 
people who might otherwise be in- 
clined to turn a favorable ear to 
the Ox Breeches proposition. 

* ” * 

A Harrington & Richardson 
gun advertisement which seemed 
to need it was adversely criticised 
in this department a short time 
ago. Here is another one, now ap- 





You’d Borrow Your Boy’s 


guo yourself, if he had an H & R Single Shotgun. Perhaps you 
t ingle gun was 
it and 





good enough for boys—but for y« 
then you have probably put off x 
thought you could not afford a dout B 


H&R Single Shotgun 


because it equals the best double gun you 
ever saw in design, workmanship and shooting 
qualities, and it's of standard weight, perfectly 
balanced and a close, hard shooter. We make several 
styles of single guns—all of the well-known H& R 
quality of materials and workmanship—the result of over 30 years’ 
manufacturing experience. 4 
UNS f Jour 
matic shell ejector rebound 
Recessary parts—you will 
















rite far ar ae cabal tt pine ronson for UN naperionty of sur guns. 1} wont 
eRe geeme Me a carriay pod on AN pce Ruth Taam rept Schaal, 


HARRINGTON & RICHARDSON ARMS COMPANY, 
414 Park Avenue, Worcester, Mass, r 














pearing in agricultural Papers 
which requires attention for a dif. 
ferent reason. No particular at- 
tempt has been made to produce 
artistic effects in this ad, but it is 
clean and well-balanced, and is 
full of common sense. This is the 
kind of an advertisement which 
makes a boy wheedle the father 
until he gets a gun and which 
makes the old gentleman “come 
across” with alacrity because the 
ad carefully explains how he will 
probably get more good out of 
the gun than the boy will. Very 
clever. 
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$74. \ 
Les U-S-A: 





This Royal Manufacturing Com- 
pany advertisement is an excel- 
lent example of how not to use 
black and white. White back- 
ground and strong black lettering, 
or, if large enough, white on black, 
make a very strong method of 
display—nothing can be stronger. 

It is the easiest thing in the 
world, though, to mix the white 
and black up in a way which pro- 
duces unfortunate’ results, as 
shown in this particular adver- 
tisement. 


1\ 
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ti A Roll of Honor 
1 is 
the 
hich 
ther Advertisements under this caption are accepted from publishers who 
hich have sent Printers’ Ink a detailed statement showing the total number of 
me perfect copies printed for every issue for one year. These statements are 
the on file and will be shown to any advertiser. Printers’ Inx’s Roll of Honor 
will is generally regarded as a list of publications which believes the advertiser 
of is entitled to know what he is paying for. 

ery No amount of meney can buy a place in this list for a publication not 





having the requisite qualification. 


enter this list. 





Complete information will be sent to any publication which desires to 


Printers’ Inx’s Guarantee Star means that the publishers’ 
statement of circulation in the following pages, used in connec- 
tion with the Star, is guaranteed to be absolutely correct by 

Printers’ Ink Publishing Company, who will pay $100 to the first person 
who successfully controverts its accuracy. 

















ALABAMA 
Anniston, Evening Star. Quantity and quality 
circu.sation; leading want ad. medium. 
Birmingham, Ledger, dy. Average for 1908, 
19,270. Best advertising medium in Alabama. 
Montgomery, Journal, dy. Aver. 1907, 9,464, 
The afternoon home newspaper of its city. 


ARIZONA 


Phoeniz, Repudlican. Daly aver..1908, 6,651. 
Leonard & Lewis, N. Y. Reps., Tribune Bldg 


CALIFORNIA 
Oakland, Enguirer. (Consolidation 
Enquirer and Herald.) Average for 
Mar., 1909, 49,788. Largest circulation 

in Oakland guaranteed. 


Sacramento, Union, daily. The quality me- 
dium of interior California, 


COLORADO 


Denver, ost, has a paid cir. greater than thai 
of any two other daily newspapers pub. in Den 
ver or Colorado. Average cir., 1908, 568,467. 
02?" This absolute correctness of the latest cir 

culation rating accorded the Den 
ver Post is guaranteed by the 
publishers of Rowell’s American 
Newspaper Directory, who will 
pay one hundred dollars to the 
first person who successfully 
controverts its accuracy. 


CONNECTICUT 
Bridgeport, Morning Telegram, daily 
Weiss for Jan., 1909, sworn, 12,527. 


You can cover Bridgeport by using 
Telegramonly. Rate 1c. per line flat, 


Meriden, Journal, evening. Actual average 
tor 1907, 7,743; average for 1908, 7,72 





Meriden, Morning Record and Republican. 
Daily aver. 1906, 7,672; ; 1907, 7,769; 1908, 7,729. 


New Haven, Evening Negister, daily. Anraal 
sworn average for 1908, 15,864; Sunday, 12,567. 
New Haven, Leader. 10907, 8,727. Only ev’g 
Republican paper. J.McKinney, Sp. Agt. N.Y 
New Haven, Palladium, dy. Aver.'06, 9,649; 
1907, 9,570 


New Haven, Union. Average 1908, 16,326; 
E. Katz, Special Agent, N. _Y. 





New London, Day, ev’g. Aver. 1906, 6,104; 
average for 1907, 6, 547; for 1908, 6,739. 


Norwalk, Evening Meu. Average circulation 
exceeds 3,450. Sworn statement furnished. 


Waterbury, Republican. "Average for 1908, 
Daily, 6,325; Sunday, 6,243 


DISTRICT OF COLUMBIA 
Washington, Avening Star, daily and Sunday. 
Daily average for 1908, 36,762 (© ©). 


FLORIDA 


Jacksonville, Metropolis. Dy. av. Mar., 1909, 
12,915. E. Katz, Spec ial Agent, um: ¥. 


Jacksonville, 7imes-U’ nion, daily aver. April 
17,684 Benjamin Kentnor Co., N.Y. Chi. Sp. A. 


GEORGIA 


La Fayette, Messenger. Weekly. Average 
circulation, 1908, 2,541. 


ILLINOIS 
Aurora, Daily Beacon. Goes into homes. 
Average for 1908, 8, 292. 


Belvidere, Daily Repudlican entitled to Roll 
of Honor distinction. Need more be said? 








wn 


Chicago, Breed./'s Gazette, weekly. $2. Aver- 
age for 1908, 74,242. 


Chicago, Dental Review, monthly. Actual 

average for 1907, 4,018; for 1908, 4,097. 
—_ 

Chicago Examiner, average 
1907, Sunday 628,612, Daily 
165,342, net paid. The Daily 
Examiner guarantees advertis- 
ers a larger city cir. than all 
the other Chicago morning 
newspapers COMBINED. 

The Sunday Examiner 
SELLS more newspapers 
every Sunday than all the 
other Chicago Sunday news- 
paper PRINT. 

The Examiner's advertising 
rate per thousand circulation 
is less than any morning news- 
paper West of New York. 
Q@™ The absolute correctness 
of the latest circulation rat- 
ing accorded the Chicago 
Examiner is guaranteed by 
the publishers of Rowell’s 
American Newspaper Direc- 
tory, who will pay one hundred 
dollars to the first person who 
will successfully controvert its 
accuracy. 
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Chicago, Yournal Amer. Med. Ass'n., weekly. 
Av. tor’08, 53,978; Jan. to April, 'o9, inc., 54,330. 


Chicago, Record-Herald. Average 1907, daily 
151,664; Sunday 216,464. It is not disputed 
that the Chicago Record- Herald has the largest 
net paid circulation of any two-cent newspaper 
in the world, morning or evening. 
ea ‘The absolute correctness of the latest cir- 

culation rating accorded the 
Record-Herald is guaranteed by 
the publishers of Rowell’s Ameri- 
ican Newspaper Directory, who 
will pay one hundred dollars to 
the first person who will success- 
fully controvert its accuracy 


Galesburg, Republican-Register, Eve. Jan. av. 
6,709. Double circulation other Galesburg daily. 


Joliet, Herald, evening and Sunday morning. 
Average for 1908, 6,808. 
Libertyville, Business Philosopher, mo.; mer- 
cantile. Av. 1908, 16,608. A. F Sheldon, Ed. 





Peoria, Evening Star. Circulation for 1908, 
20,911. 


INDIANA 


Evansville, Yournal-News. Av. 1907 18,183. 
Sundays over 18,000. E. Katz,5.A., 7. 

Notre Dame, 7he Ave Maria, Catholic weekly 
Actual net average for 1907, 26,112 


Princeton, Clarion-News, daily and weekly. 
Daily average 1907, 1,577; weekly, 2,641 

South Bend, 7ribune. Sworn average year 
sending Dec. 31, 08, 9,329. Best in No. Indiana. 


IOWA 
Burlington, Hawk-Lye, daily. Average 1908, 
9,139. ‘All paid in advance. 


Davenport, Zimes. Daily aver. April, 16,832. 
Circulation in City or total guaranteed greater 
than any other paper or no pay for space. 
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Des Moines, Capital, daily. Lafayette Yo 
Publisher. Circulation for 1908, 42,931. 
7° cents per inch, flat. 


ung, 
; Rate 
! you are after business 


in Iowa, the Cafgital will get it fc 
or you, 
in everything. : - 
Dubuque, Zimes-Yournai, morning and eve, 


Daily average, 1907, 11,849; Sundz iy, 13,555. 
Washington, Eve. Yournal On) 
y - Fo r y dail 
county. 1,900 subscribers, All good Bm § - 


KANSAS 
Hutchinson, ox Daily 1907, 4,670; f 
mos. 1908, 4,757. . Katz, Special Agent, N NY 


KENTUCKY 
best eiralarton; longest eoumty papen meee 
0,208. Week day, 7,008. Com rarce ethno 
110m; tor eB, cve'g, barter S18 bate 
for tgo8 net paid a oe 


MAINE 
Augusta Comfort, monthly. W.H. Gannett 
publisher, Actual average for 1907, 1,294,438, 
Augusta, Kennebec Journal, dail 
y Averag 
1908, 8,826. Largest and best cir. in Cent. Me. 
Bangor, Commercial. Average for 1908 
10,070; weekly, 28,727. ‘ ender, 
Phillips, Maine W ‘ods, wee weekly, J.W. Brackett 
Co. Average for 1908, 7,977. 
Portland, Evening Express. Average for 
daily 14,451. Sunday 7elegram, 10,001. - 


MARYLAND 
Baltimore, American. Daily average for1 
74,702; Sunday, 92,879. No return maviege 
Baltimore, News, daily, 
Company. f 


News Publishing 
Average 1908, 84,395. For April, 
1909, 87,183. 

lhe absolutecorrectness of the 
latest circulation rating accorded 
the News is guaranteed by the 
publishers of Rowell's American 
Newspaper Directory, who will 
pay one hundred dollars to the 
first person who successfully controverts its 
accuracy. 





MASSACHUSETTS 
Boston, Zu “ie Transcript (QO). Boston's 
tea table paper. Largest amount of week day ad. 


Kok we ve tk vk 


Boston, Globe. Average 1908, daily. 176, age 
Sunday, 319,790. Largest circulation dé aily of 
any two-cent paper.in the United States. Lar- 
gest circulation of? any Sunday newspaper in 
New Engiand. Adwertisements go in morning 
and afternoon editidr: ‘for one price. During 1908 
The Boston Glove printed a total of 22,450 col- 
ums, or 6,869,700 lines of advertiking. ‘I his was 
7,445 more columns, or 2,443,225 more lines than 
appeared in any other Boston newspaper. 


0.0: 0:0-4 


Boston, 7raveler, Est. 1825. Sworn daily 
average circulation for April, 1g09, 99,582. 
The Traveler is the progressive evening 
paper of Boston, which is making the larg 
est gainsin both. circulation and advertising 
inits field. ‘The character of its circulation 
and the quality of its readers insure results 
to advertisers, No questionable medical or 
financial copy accepted. 
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TH Boston Post, Sunday av., 
1908, 238,846, gain of 12,083 
over 1907. Daily average 1908, 
265,634, gain of 11,554 over 1907. 

Only three Sunday newspapers 
in the country—outside of New 
York City—exceed the circula- 
tion of The Boston Sunday Post. 

Only one morning newspaper 
—and that in New York—ex- 
ceeds the circulation of the 
Boston Daily Post. Not over 
two evening newspapers in the 
country outside of New York— 
and only two there—exceed its 
circulation. a 

In daily display advertising 
The Boston Post leads its chief 
competitors, the Globe and 
Herald. In Sunday display ad- 
vertising The Boston Sunday 
Post is second only to the Boston 
Sunday Globe. In agency ad- 
vertising it leads all Boston 
papers, daily and Sunday. Rate 
2c. per agate line. 


Human Life, The Magazine About People. 
Guarantees and provesover 200,000copiesm'thly 


Clinton, Daily /tem, net average circulation 
for 1908, 3,099. 


Fall River, Globe. The clean home paper. Best 
paper. Largestcir. Actual daily av. 1908, 7,473. 





Lawrence, 7¢elegram, evening, 1908 av. 8,949. 
Best paper and largest circulation in its field. 


Lynn, Evening /tem. Daily sworn av year 
1907, 16,622; 1908, average, 16,396. ‘Iwo cents 
Lynn's family paper. Circulation far exceeds 
any Lynn paper in quantity or quality. 


Salem, Evening News. Actual daily average 
for 1908, 18,232. 





Worcester, Gazette, eve. Av. 1907, 14,682 dy. 


Largest eve. circ’n, Worcester’s“ Home” paper. 





Worcester, L' Opinion Publique, daily (OO). 
Paid average for 1908, 3,898. 





Worcester Magazine, reaches the manufac- 
turers and business men of the country and all 
Board of ‘'rades. Average 1907, 3,000. 


MICHIGAN 


Detroit, Michigan Farmer. Read by all 
Michigan farmers. Ask any advertiser. 80,000. 


Jackson, Patriot, Average[Mar., 1909, daily 
10,471, Sunday 11,409. Greatest net circulation 


Saginaw, Courier-Herald, daily. Only Sunday 
paper; aver. for 1908, 14,330. Exam. by A.A.A. 


Saginaw, Evening News, daily. Average for 
1908, 19,886; April, 1909, 20,560. 


MINNESOTA 
Duluth, Evening Herald. Daily average 1907 
23,093. Largest by thousands. 


Minneapolis. Farm, Stock and Home, semi- 
monthly. Actual average 1905, 87,187; average 
for 1906, 100,266; for 1907, 103,583. 

The absolute accuracy of Farm, 
Stock & Home's circulating rating 
is guaranteed by the American 
Newspaper Directory. Circulation 
ACY is practically confined to the far- 
AN mers of Minnesota, the Dakotas, 
TEED Western Wisconsin and Northern 
Iowa. Use it to reach sections 

most profitably. 





Minneapolis, Farmers’ Tribune, twice-a-week. 
W. J. Murphy, publisher, Aver. for 1908, 28,281 


Minneapolis, Yournal, Daily 
and Sunday (@@). In 1908 =| eo| 
erage daily circulation evening 
only, 75,639. In 1908 average 
Sunday circulation, 172,429. 
Daily average circulation for 
April, 1909, | evenirg only, 
72,409. Average Sunday circu- 
lation for April, 1909, 73,210. 
(Jan. 1, 1908, subscription rates 
were raised from $4.80 to $6.00 
per year cash in advance.) The 
Journal's circulation is absolute- 
ly guaranteed by the American 
Newspaper Directory. It is 
guaranteed to go into more 


eo homes than any other pap:r 
in its field. 


Minneapolis, Svenska Amerikanska Posten. 
Swan J. Turnblad, publisher, 1908, 63,341. 


CIRCULATI’N Minneapolis, 7ribune, W. J. 

Murphy, publisher. Established 

1867. Oldest Minneapolis daily. 

GUAR The Sunday Tribune average per 

TEED issue for the year ending Decem- 

ber, 1908, was 68,300. The daily 

by Am. News- /7#6une average per issue for 

paper Direc- the year ending December, 1908, 
tory. was 90,117. 


CIRCULATI'N 8t. Paul, Pioneer Press, circu- 
lates more papers by carrier than 
all other dailies in the city com- 
bined. Average daily circulation 
past eight months to May Ist ex- 
ceeded 60,000, sixty per cent. of 
which is in St. Paul. It publishes 
Morning, Evening and Sunday at 

by Am. News- one price. It has no news dupli- 

paper Direc- cation: its readers need no other 
tory. daily paper. 


MISSISSIPPI 


Biloxi, //erald, evening. Average circulation 
for 1908, 1,095. Largest on Mississippi Coast. 


MISSOURI 


Joplin, Globe, daily. Average, 1907, 17,080. 
E. Katz, Special Agent, N. Y. 





8t. Joseph, New-Press. Circulation, 1908, 
38,320. Smith & Budd, Eastern Reps. 


8t. Louis, Vational Druggist(Q@@®),Mo. Henry 
R. Strong, Editor and Publisher. Average for 
1908, 9,167. Eastern office, 508 Tribune Bldg. 





8t. Louis, National Farmer and Stock Grower, 
Mo, Actual average for 1908, 104,708. 


NEBRASKA 
Lincoln, Deutsch-Amerikan Farmer weekly. 
142,390 for year ending Dec. 31, 1908 


Lincoln, Freie Press, weekly. Average year 
ending Dec. 31, 1908, 142,440. 
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NEW JERSEY 


Camden, Daily Couricr. Actual average for 
year ending December 31, 1908, 8,870. 


Jersey City, Evening Journal. Average for 
1908, 24,078. Last three months 1908, 26,021. 


Newark, Evening News. Largest circulation 
of any newspaper in New Jersey. 


Trenton, Evening Times. Av. 1906, 18,237 
Av. 1907, 20,270; last quarter yr. '07, av. 20,409 


NEW YORE 


Albany, Evening Yournal. Waily average for 
1908, 16,930. It's the leading paper. 


Brooklyn, N. ¥. Printers’ Ink says 
The Standard Union now has the 
largest circulation in Brooklyn. Daily 
average for year 1908, 52,286. 


Buffalo, Courier, morn. Av. 1907, Sunday, 91,- 
447, daily, 51,604; Hnguirer, evening, 34,570 


Buffalo, Evening News. Waily average for 


Gloversville and Johnstown, N. Y. 7he Morn- 
ing Heraid. Daily average for 1908, 6,132 


Mount Vernon, Argus, eve. Daily av. cir. year 
ending April 30, 1909, 4,817. Only daily here 


Newburgh, Daily News, evening. Av 
erage circulation entire year, got, 
6,229. Circulates throughout Hudson 
Valley. Examin'd and certified byA,A.A. 


NEW YORK CITY 


Army and Navy Fournal. Est. 1863. Weekly 
average, 3 mos. to March 31, 1909, 10,559. 


Baker's Review, monthly. W. R. Gregory Co., 
publishers. Actual average for 1908, 6,700. 


Clipper, weekly (Theatrical). Frank Queen 
Pub. Co., Ltd. Average for 1908, 26,022 (O©). 


Leslie's Weekly, 225 Fifth Ave., W. L. Miller, 
Adv. Mgr. 160,000 guaranteed. 


The People’s Home Fournal. 668,416, mo. 
Good Literature, 468,666 mo., average circula- 
tions for 1907—all to paid-in-advance subscribers. 
F. M. Lupton, pub., Inc. Briggs & Moore, 
Westn. Reprs., 1438 Marquette Bidg., Chicago. 





The Tea and Coffee Traac Fournal. Average 
circulation for year ending Dec., 1908, 10,250 
Dec., 1908 issue, 10,000. 


The World. Actual aver. for 1907, Mor., 345, 
4%. Evening, 405,172. Sunday, 483,336. 


Poughkeepsie, Star, evening. Daily average 
for frst four months 1909, 4,698; April, 4,968 





Rochester, Daily Abendpost. Largest German 
circulation in state outside of New York City. 


Schenectady, Gazette, daily. A.N. Liecty. 
Actual Average for 1908, 16,760. 


Syracuse, Evening Herald, daily. Herald Co., 
pub. Aver. 1908, daily 34,067; Sunday, 40,961 








Troy, Record. Average circulation 
1908, 20,402. Only paper in city which 
has permitted A. A. A. examination, and 
made public the report. 


Utica, National Electrical Contractor, mo. 
Average for 1908, 2,683. 


Utica, Press, daily. Otto A Meer, publishes, 
Average for year ending Jan 1, 1909, 15,274, 


OHIO 


Ashtabula, Amerikan Sanomat Finnish, 
Actual average for 1907, 11,120. 

Cleveland, Ohio Farmer. Leads all farm 
papers in paying advertisers. 100,000. 


Cleveland, Plain Dealer. Vist. 1841. Act daily 
and Sunday average 1907, 74,911; Sunday, 88, 
373, April, 1909, 81,037 daily; Sunday, 104,341, 


Columbus, Midland Druggist. Vhe premier 
pharmaceutical magazine Best medium for 
reaching druggists ot the Central States. 


Dayton, Yournal. ~ 1907, actual average, 
21,217. 


Springfield, Farm and Fireside, over \% cen- 
tury leading Nat. agricult’l paper. '08, 463,716. 


Springfield, Poultry Success, monthly av., 1907, 
33,250. 2d largest published, Pays advertisers, 


Youngstown, Vindicator. D'y av.,'08, 16,000; 
Sy., 10,400; LaCoste & Maxwell,N. Y.&Chicago. 


OKLAHOMA 


Muskogee, 7imes-Democrat. Average 1906, 
5,514; tor 1907, 6,659. 1. Katz, Agent, N.Y. 


Oklahoma City, 7he Oklahoman. 1908 aver., 
26,955 April, ‘oo, 31,645. E. Katz, Agent, N.Y, 


OREGON 


Portland, Journal, has larger cizcula- 
tion ir Portland and in Oregon than any 
other daily paper. Portland Yournal, 
daily average 1908, 30,207; Feb., for 

1909, 31,780. Kerjamin & Kentnor Company, 
Representatives, New York and Chicago. 





Portland, 7he Oregonian,(©®) For 
over fifty years the great newspaper of 
the Pacific Northwest—more circula- 
tion, more foreign, more local and more 

classified advertising than any other Oregon 
newspaper. Mar. NET PAID circulation, daily, 
37,913, Sunday average, 47,852. 


PENNSYLVANIA 


Chester, 7imes,ev'’g d'y. Average 1908, 7,888. 
N. Y. office, 225 5th Ave. F. R. Northrop, Mgr. 


Erie, 7Zimes, daily. Aver. for 1908, 18,487; 
Apr., 1909, 19,221. E. Katz, Special Agt., N.Y. 


Harrisburg, Telegraph. Sworn aver- 
age Kebruary, 1909, 16,023. Largest 
paid circulation in Harrisburg or no pay. 
Shannon, N. Y.; Allen & Ward, Chicago. 

Johnstown, 7ribune. Average for March, 


1909, 12,225. Only evening paper in Johns- 
town, 
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Philadelphia, The Bulletin, net paid aver- 
age for April, 1909, 257,077 copiesaday. ‘The 
Bulletin goes daily (except Sunday) into nearly 
every Philadelphia home." 

Philadelphia, 7he Camera, is the only best 
photographic monthly. It brings results, 
Average for 1908, 6,825. 


Philadelphia, Confectioners’ Fournal, mo. 
Average 1907, 5,614: 1908, 5,617 (OO). 


te tek Ye te te 


guarantee star 


Any paper can get the : 
pays for it. 


of Printers’ Ink—if it 


Any paper will be included in the Roll of Honor 
if it will tell the truth about its circulation. 

But only a few papers have received the (Q©) 
gold marks of the American Newspaper Direc- 
tory, indicating that advertisers value these pub- 
lications more for the quality of their circulation 
than for the mere oanibete of copies printed. 

FARM JOURNAL of Philadelphia has all 
these distinguishing marks, and in addition 
Printers’ Ink awarded it the Seventh Sugar Bowl 
after a canvassing of merits extending over six 
months as being the best agricultural paper in 
the United States. 

FARM JOURNAL is the only paper of 22,000 
published in the United States to receive all four 
of Printers’ Ink’s distinguishing marks. 

Philadelphia. The Press (Q©) is 
Philadelphia’s Great Home News- 
paper. Besides the Guarantee 

GUAR Star, it has the Gold Marks and is 

TEED onthe Roll of Honor—the three 

most desirable distinctions for 

p any newspaper. Sworn average 

circulation of the daily Press for 1908, 95,349; 
the Sunday Press, 133.984. 


Washington, Reporter and Observer, eve. and 
morn, dy. av., ‘08, 11,734 They cover the held. 


West Chester. Local News, 
daily, W. H. Hodgson. Aver. for 
1908, 156,844. In its 35th year. 
Independent. Has Chester Co., 
and vicinity for its field. Devoted 
to home news, hence is a home 
paper. Chester County is second 

in the State in agricultural wealth. 


York, Dispatch and Daily. Average for 1908. 
18,471. 


RHODE ISLAND 
Pawtucket, Evening 7imes. Average circula- 
tion, 1908, 18,185—sworn. 


Providence, Daily Yournal. Average 
for 1908, 20,210 (OO). Sunday, 25,861 
OO). Lvening Bulletin, 46,378 aver- 
age 1908, 





Westerly, Daily Sun, George H. Utter, pub- 
lisher, Largest cir. south of Providence. 


SOUTH CAROLINA 
Charleston, Evening Post. Actual daily aver- 
age 6 mos., 1908, 4,685; June, 6,184. 
» Columbia, State. Actual aver- 
age for1go8, daily (©@) 13,416 
Sunday, (O©) 14,130. 


Spartanburg, //erald. Actual daily average 
Circulation for 1908, 2,992. 





TENNESSEE 


Knoxville, ournal and Tribune. 
Week-day av. year ending Dec. 31, 1908. 
15,885. Week-day av. November and 
December, 1908, 16,909. 


Memphis, Commercial Appeal, daily, Sunday, 
1908, average : Daily, 43,786; Sunday, 6?,793. 
Smith & Budd, Representatives, New York and 
Chicago. 





Nashville, Banner, daily. Average for year 
1906, 31,455; for 1907, 36,206; for 1908, 36,5654. 


TEXAS 


El Paso, Herald, Jan. av. 9,003. More than 
both other El Paso dailies. Verified by A A.A. 


VERMONT 


Barre, 7imes, daily. F. E. Langley. Average 
for 1908, 4,775. Examined by A. A. A. 


Burlington, Free Press. Daily average for 
1908, 8,603. Largest city and State circulation. 
Examined by Association of Amer. Advertisers. 


Montpelier, Argus, dy., av. 1908, 3,327 Only 
Montpelier paper examined by the A. A A 


Rutland, Herald. Average, 1908, 4,566. Only 
Rutland paper examined by A. A. A. 





8t. Albans, Messenger, daily. Average for 
1908, 3,182. Examined by A. A. A. 


VIRGINIA 


Danville, 7he Bee. Av. 1908, 3,066; April, 1909, 
3,821. Largest circulation. Only evening paper 


WASHINGTON 


Seattle, Zhe Seattle Times (O®) 
is the metropolitan daily of Seattie 
and the Pacific Northwest. It 
combines with its Feb. ’o9, cir. of 
69,436 daily, 83,762 Sunday, rare 
quality. It isa gold mark paper 
of the first degree. Quality and 

quantity circulation means great productive value 
tothe advertiser. In 1906-'07-’08 Times beat its 
nearest competitor 6,997,466 lines. 


Seattle, Post-/ntelligencer (OO). 
Av. for Feb., 1908, eae 
39,646; Daily, 32,083; Weekday, 
one 30,874. Only sworn circulation 
TEED in Seattle. Largest genuine ard 
cash paid circulation in Washing- 
ton; highest quality, best service, 
greatest results always. 


Tacoma, Ledger. Average 1908, daily, 18,732. 
Sunday, 26,729. 


Tacoma, News. Average 1907, 16,626; Satur- 
day, 17,610. 


WEST VIRGINIA 


Fairmont, West Virginian. Copies printed, 
1407, 2,800, Largest circulation in Fairmont. 
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WISCONSIN 


Janesville, Gazette. Daily average, March, 
1909, daily, 4,808; semi-weekly, 1,798. 


Madison, State Fournal, daily. Actual aver- 
age for 1907, 5,086. 


Milwaukee, Evening Wisconsin, daily. Aver- 
age 1908, 26,952 (O©). Carries largest amount 
of advertising of any paper in Milwaukee. 





4 Milwaukee, The Yournal, ev:., 
ind daily. Daily average for 
12 mos., 66,879; fur Mar., 1909, 
60,553; daily gain over Mar. 1908, 
6,848. Over 50% of Milwaukee 
homes. Flat rate 7 cents per line. 
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Oshkosh, Northwestern, daily. Average for 
1908, 8,898. Examined by A. A. A. 


Racine, Journal, daily. Average for 1908, 


4,350; December, 1908, 4,613. 






T** WISCONSIN 
Agricotrorist 


Racine, Wis., Established, 1877. 
Actual weekly average for year 
ended Dec. 30, 10907, 56,317. 
Larger circulation in Wisconsin 
than any other paper. Adv. 
50 an inch. N. Y. Office. 


$3.5 
41 Park Row, W. C. Richardson, Mgr. 
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WYOMING 


Cheyenne, 7ridune. Actual net average 
months, 1908, daily. 4,877; semi-weekly, ay 


BRITISH COLUMBIA 
Vancouver, Province, daily. Av. for 1908 
15,922; Mar., 1908, 14,932; Mar. 1909, 17,825: H’ 
DeClerque, U.S. Repr., Chicago and New York, 


MANITOBA, CAN, 
Winnipeg, ‘ree Press, daily and weekly, Ay. 
erage for 1908, daily, 37,095; daily Mar., 1909, 
39,901; weekly 1908, 27,425; Mar. 1909, 29,341, 


Winnipeg, Der Nordwesten. 
man newsp’r. Av. 1908, 17,646. 


Canada's Ger. 
Rates 56c. in, 


Winnipeg, Telegram, Daily average for 
Feb. '09, 26,625. Weekly aver., 29,600. Flat rate, 


QUEBEC, CAN. 
Montreal, La Presse. Actual average, 1908, 
daily 99,239, weekly 46,935. 


Montreal, 7he Daily Star and 
The Family Herald and Weekly 
Star have nearly 200,000 subscrib- 
ers, representing 1,000,000 read- 
ers—one-fifth Canada’s popula- 
tion. Av. cir. of the Datly Star 
for 1908, 66,695 copies daily; the 
Weekly Star, 129,653 copies each issue. 


UA 
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The Want-Ad Mediums 








This list is intended to contain 


Advertisements under this heading 
requisite grade and class. 





highly valued by advertisers as Classified Mediums. 
want business is a popular vote for the newspaper in which it appears. 


the names of those publications most 
A large volume of 


are desired only from papers of the 














COLORADO 
ANT advertisers get best resuits in Coio- 
rado Springs Evening Telegraph. 1c. a word. 





HE Denver Post prints more paid Want 
Advertisements than all the newspapers in 
Colorado combined. 


DISTRICT OF COLUMBIA 
— Evening and Sunday Star, Washington. 
D. C. (OO), carries double the number of 
Want Ads of any other paper. Rate lc. a word. 


ILLINOIS 


HE Champaign News is the leading Want 
ad. medium of Central Eastern Illinois. 


HE Chicago Examiner with its 650,000 Sun- 
day circulation and 175,000 daily circulation 
brings classified advertisers quick and direct 
results. Rates lowest per thousand 11, the West. 
“N EARLY everybody who reads the English 
language in, around or about Chicago, 
reads the Daily News,’ says the VFost-office 
Review, and that’s why the Daily News is 
Cnicago’s ‘* want ad"’ directory. 








THE INDIANAPOLIS STAR 
Publishes more classified advertising 


than any other paper ja Indiana. 
During the the year of 1908 The Star 
carried 309.48 columns more paid 
WANT advertising than its nearest 
competitor. 
Rate, One Cent Per Word. 


The only Sunday Paper in Indianapolis. 











MAINE 


HE Evening Express carries more Want Ads 
than all other Portland dailies combined. 


MARYLAND 
HE Baltimore News carries more Want Ads 
than any other Baltimore daily. It is the 
recognized Want Ad Medium of Baltimore. 
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ITASSACHUSETTS 
HE Boston Lvening Transcript is the Great 
Theor Guide for New Englanders. ‘They ex- 
pect to find all good places” listed in its adver- 
tising columns. 


KKH He We We 


THE Boston Globe, daily and Sunday, for the 

Pood 1908, printed a total of 417,908 paid 
Want Ads. ‘This was 233,144, or more than 
twice the number printed by any other Boston 
newspaper. 


KI kek 


MINNESOTA 


HE Minneapolis Journal, 
daily and Sunday, carries] OO 
more paid Classified Adver- 


tising than any other Minne- 
apolis newspaper. No free or 
cut-rate advertisements and ab- 
solutely no questionable adver- 
tising accepted at any price. 
Classified wants printed in 
April, 1909, amounted to 228,382 
lines; the number ot individual 
ads published were 30,528 
Eight cents per agate line 1t 


| —. Cash order one cent 
oo a word. 





THE Minneapolis Tribune is the recognized 
Want Ad Medium of Minneapolis. 


CIRCULATI'N "THE Minneapolis Tribune is 

the oldest Minneapolis daily 

and rend over 90,000 subscribers 

It publishes over 140 columns of 

er we Want advertisements every week 

TEED at fuli price (average of two 

pages a day); no free ads, price 

covers both morning and evening 

by Am. News- issues. Rate, 10 cents per line. 
paper Di’tory Daily or Sunday. 


HE St. Paul Dispatch, St. Paul, Minn., covers 
its field. Average for 1907, 68,671 


THE weekly Kansas City Yournal carnes more 

advertising than any other similar new spaper 
in the world. Covers the world's richest terri- 
tory. Combination rate, Sunday and Weekly, 
48c. a line, 





MISSOURI 


HE Joplin Globe carries more Want Ads 

than all other papers in Southwest Missouri 
combined, because it gives results. One centa 
word. Minimum, 15c. 


MONTANA 
HE Anaconda Standard, Montana's best 
newspaper. Want Ads, lc. per word. Cir- 
culation for 1908, 10,629 daily; 14,205 Sunday. 


NEW JERSEY 
HE Jersey City Evening Journal leads all 
other Hudson County newspapers in the 
number of Classified Ads carried. It exceeds be- 
cause advertisers get prompt results. 


HE Newark, N. J. Freie Zeitung (daily and 
Sunday) reaches bulk of city’s 100,000 Ger- 
mans. One cent per word; 8 cents per month. 


NEW YORE 
Ts E Albany Evening Journal, Eastern N.Y.'s 
best paper for Wants and Classified Ads. 


HE Buffalo Evening News is read in over 90% 

of the homes of Buffalo and its suburbs, and 
has no dissatisfied advertisers. Write for rates 
and sworn circulation staten.ent, 


HE Argus, Mount Vernon's only daily. Great- 
est Want Ad Medium in Westchester County. 


RINTERS’ INK, published weekly. The re- 

cognized and leading Want Ad Medium for 
want ad mediums, mail order articles, advertis- 
ing novelties, printing, typewritten circulars, 
rubber stamps, office devices, adwriting, half- 
tone making, and practically anything which 
interests and appeals to advertisers and busi- 
ness men. Classified advertisements, 20 cents 
a line per issue flat, six words to a line. 


OHIO 
HE Youngstown Vindicator—Leading Wa 
Medium. lc. per word. Largest circ chien. 


OKLAHOMA 
THE Oklahoman, Okla. City,30,130. Publishes 
more Wants than any 7 Okla. competitors. 
PENNSYLVANIA 
HE Chester, Pa., 7tmes carries from two to 
five times more Classified Ads than any other 
paper. Greatest circulation. 
UTAH 
HE Salt Lake 7ribume—Get results—Want 
Ad Medium for Utah, Idaho and Nevada. 
CANADA 
HE La Presse, Montreal. Largest daily cir- 
culation in Canada without exception. (Daily 
103,828—sworn to.) Carries more Want Ads 
than any newspaper in Montreal. 








(OO) Gold Mark Papers OO) 








Advertisers value the Gold Mark publications more for the class and 
quality of their circulation than for the mere number of copies printed. 

Out of a total of over 22,000 publications in America, 122 are dis- 
tinguished from all the others by the so-called gold marks (@©). 




















ALABAMA 
The Mobile Register (Q@). Established 1821. 
Richest section in the prosperous South, 
DISTRICT OF COLUMBIA 
Everybody in Washington SUBSCRIBES to 
The Evening and Sunday Star. Average, 1908, 
35,762 (OO). 
GEORGIA 


Atlanta Constitution (©). Now, as always, 
the (Quality Medium of Georgia 





Savannah Morning News, Savannah,Ga The 
Daity Newspaper for Southern Georgia. C. H. 
Eddy, New York and Chicago Representative. 


ILLINOIS 
Bakers’ Helper (@@), Chicago. Only ‘Gold 
Mark "’ journal for bakers. Oldest, best known 
Grain Dealers Journal (QO), Chicago, the 
grain wrade’s accepted medium for ‘‘Want”’ ads. 
The Inland Printer, Chicago ( ). Actuai 
average circulation for 1906, 16,866. 
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KENTUCKY 
Louisville Convier-Fournal (@@). Best paper 
in city; read by best people. 


MAINE 
Lewiston Evening Fournal, daily, average for 
1907, 7,784; weekly, 17,545 (O@) ; 7.44% increase 
daily over last year. 


MASSACHUSETTS 
Boston, American Wool and Cotton Reporter. 
Recognized organ of the cotton and woolen 
industries of America (QO). 


Boston Commercial Bulletin (Q@). Reaches 
buyers of machinery for wool and cotton manu 
facturers. Est. 1859. Curtis Guild & Co., Pub. 





Boston Evening Transcript (O©), established 
1830. The only gold mark daily in Boston. 

Springfield Repudlican (Q©). Largest high- 
grade circulation in western Mass. 


Worcester L’Opinion Publique (O@©), is the 
only Gold Mark French daily in the U. S. 


MINNESOTA 
The Minneapolis Yournal (O@). Largest 
home circulation and most productive circula- 
tion in Minneapolis. Carries more local adver- 
tising, more classified advertising and more total 
advertising than any paper in the Northwest. 


THE NORTHWESTERN MILLER 


(@O) Minneapolis, Minn., $4 per year. Covers 
milling and flour trade all over the world. The 
only “Gold Mark” milling journal (Q©). 


Pioneer Press (@@). St. Paul. Largest cir- 
culation and best result-producer in the city. 


NEW YORE 


Army and Navy Fournal, (Q@@). First in its 
class in circulation, influence and prestige. 


Brooklyn Eagle (Q@@) is THE advertising 
medium of Brooklyn. 


Century Magazine (O©). There are a few 
people in every community who know more 
than all the others. These people read the 
Century Magazine. 





Dry Goods Economist (O@), the recognized 
authority of the Dry Goods and Department 
Store trade. 


Electric Railway Fournal (O©O). A consoli- 
dation of ‘Street Railway Journal’’ and 
“Electric Railway Review.’’ Covers thoroughly 
the electric railway interests of the world. 
McGRAW PUBLISHING COMPANY. 


Engineering News (Q©). Established 1874. 
The leader in its field. Reaches the man who 
signs the order. Ask any of its thousand 
advertisers. C rculation over 16,000 weekly. 


The Engineering Record (@@). The most 
progressive civil engineering journal in the 
world. Circulation averages over 14,000 per 
week. MCGRAW PUBLISHING COMPANY. 





The Evening Post (@©). Established 1801. 
Theonly Gold Mark evening paper in New York. 
“The advertiser who will use but one evening 
paper in New York City will, nine times out of 
ten, act wisely in selecting The Evening Post.” 
—Printers’ Ink. 





‘a New bay oe ona (©6). Whoever mentions 

merica’s leading newspapers menti 

New York Herald first. _ — 
LIFE without a competitor. Humorous 

clever, artistic, satirical, dainty, literary. The 

only one of its kind—that’s LIFE, 


Scientific American (Q@@) has the largest cir- 
culation of any technical paper in the world. 


The New York Times has a greater city sale 
than any other New York morning newspaper 
except one. 





New York 7ribune (QQ), daily and Sunday. 
Established 1841. A conservative, clean and 
up-to-date newspaper, that goes to the homes 
of the great middle class. 


Vogue (©) carried more advertising in 1905, 
1906, 1907, than any other magazine of gen. cir, 


OREGON 


The Oregonian, (©), established 1851. The 
great newspaper of the Pacific Northwest. 


PENNSYLVANIA 
The Press (@@) is Philadelphia's Great Home 
Newspaper. It is on the Roll of Honor and has 
the Guarantee Star and the Gold Marks—the 
three most desirable distinctions for any news- 
paper. Sworn circulation of The Daily Press, 
for 1908, 95,349; ‘he Sunday Press, 133,984. 


THE PITTSBURG 
®) DISPATCH 


The newspaper that judicious advertisers 
always select first to cover the rich, pro- 
ductive Pittsburg field. Best two cent 
morning paper, assuring a prestige most 
profitable to advertisers. Largest home 
delivered circulation in Greater Pittsburg. 














RHODE ISLAND 


Providence Yournal (QO), a conservative 
enterprising newspaper without a single rival. 


SOUTH CAROLINA 


The State (Q@), Columbia, S. C. Highest 
quality, largest circulation in South Carolina. 


VIRGINIA 


Norfolk Landmark (Q@@). Oldest and most 
influential paper in tidewater. 


WASHINGTON 
The Post Intelligencer (Q@). Seattle's most 
progressive paper. Oldest in State; clean, 
reliable, influential. All home circulation. - 


The Seattle 7imes (Q@) leads all other Seattle 
and Pacific Northwest papers in influence, cir- 
culation, prestige. 


WISCONSIN 


The Milwaukee Evening Wisconsin (OO), the 
only gold mark daily in Wisconsin, 


CANADA 


The Halifax Herald (Q@) and the Evening 
Mail. Circulation 15,558, flat rate. 

The Globe, Toronto (Q@), enjoys the good 
opinion of the best people. 
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Classified Advertisements 








less than one dollar. 





Classified advertisements in ‘‘Printers’ Ink’”’ cost twenty cents an agate 
line for each insertion, $10.40 a line per year. Five per cent discount may 
be deducted if payment accompanies copy and order for insertion and ten 
per cent on yearly contract paid wholly in advance. No order accepted for 

















ADVERTISING NOVELTIES 












Profitable Proposition 
for 
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Write for complete 
i ae 





on your needs 


Get Orders by ’Phone 







We manufacture a complete line of aluminum advertising novelties also boxes and 
screw caps with your name and business embossed or printed on them. Do you 
realize the low cost of these dainty containers that are kept long after the contents 
are consumed—a most lasting advertisement ? 


SAMPLE PHONE CARD INDEX, postpaid 50¢. Catalog treo on request 


UTICA ALUMINUM AND NOVELTY WORKS 
319 BLEECKER STREET, UTICA, N. Y. 


Your ad will talk to your prospec- 
tive customer every time he uses his 
*phone if you give him an Automatic 
Phone Card Index with your ad on it. 
Contains space for 200 names alpha- 
betically arranged—) et automatically 
concealed from view. The most 
striking and attractive advertising 
medium on the market to-day, We 
can make these in quantities, bear- 
ing your ad, at a price so low 
you can afford to give them away. 











ADVERTISING AGENCIES 


ARLOW ADVERTISING AGENCY, 
Omaha, Neb. Newspapers and Magazines. 
W. KASTOR & SONS ADVERTISING 

* CO., Laclede Building, St. Louis, Mo. 
ALbeRt FRANK & CO., 25 Broad St., N.Y. 
General Advertising Agents. Established 
1872. Chicago, Boston, Philadelphia. Advertis- 
ing of all kinds placed in every part of the world. 


MANUFACTURERS! Advertising Bureau, 
237 Broadway (opp. P. O.), New York. Ads 
inthe Trade Journals our specialty. Benj. R. 
Western, Proprietor. Established 1877. Booklet. 























ADVERTISING MEDIA 





HE Ladies’ Home Yournal, is the greatest 
advertising medium in the world. 





“HE Saturday Evening Post covers every State 
and ‘Territory. 


THE BLACK Chicago-New York-Pittsburg, for 
20 years the coal trades’ leading 
DIAMOND journal, Write for rates. 





COIN CARRIERS 





a PER 1,000. Less for more; any printing, 
The COIN WRAPPER CO., Detroit,Mich. 





e 


ENGRAVING 





ERFECT copper half-tones, 1 col.. $1; larger 
10c. per in. THE YOUNGSTOWN ARC 
ENGRAVING CO., Youngstown, Ohio. 





P}YALFION ES for the newspaper or the bet- 
ter class of printed matter. THE STAND- 
ARD ENG. CO., 560 7th Ave., New York. 





ITAB ENGRAVING CO. (Inc.), 401 Latay- 
ette St., New York, makers of half-tone, 
color, line plates. Prompt and careful service. 
Illustrating. TELEPHONE: 1664 SPRING. 








ELECTROTYPES 








HE circulation of the New York World, 

morning edition, exceeds that of any other 
morning newspaper in America by more than 
150,000 copies per day. 








™ ADVERTISING NOVELTIES 


G=*t our price on any advertising novelty or 
> premium, We have everything. Right 

prices. Prompt service. W ite KLINE ADV. 

AGENCY, Ridgway, Pa (Branch at Buffalo). 








Get Our Prices . 
On Electros 


We'll give you better plates, quicker service 
and save you expressage. Largest electrotyp- 
ing plant in the world—capacity 90,000 column 
inches aday. Write for prices and sample of 
patent Holdfast interchangeable base. 


MPANY, A is- 
RAPID =e coat, 
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FOR SALE 


OFFICES FOR RENT 





Big Bargain in Scott Perfecting 
8-page Press; perfect condition. 


Cc. 1. FAIRFIELD, Rutland, Vt. 





HELP WANTED 





REE REGISTRATION is offered for limited 
period to reporters requiring not over $18 a 
week and Linotype Operators (45(0 minion), not 
over $22. Good positions open. Booklet sent 
free FERNALD’S NEWSPAPER MEN'S 
EXCHANGE 








, Springfield, Mass. 





WANTED — SUCCESSFUL ADVERTIS- 
ING SOLICITOR by a trade paper, the 
leader in a national field, located at Chica- 
go. As soon as ability is proven complete 
charge of advertising department will be given. 
Don’t answer unless your past record will stand 
a careful investigation. This position will pay 
a good salary to the right man. Address 
SOLICITOR, care Printers’ Ink. 








ILLUSTRATIONS 








NEED EFFECTIVE 
ILLUSTRATIONS ? 


60,000 Pictures of World-Wide 
Interest We Are Willing to 
Loan for Reproduction or Sell 
Outright. 

Every conceivable subject—in- 
dustrial, views, sporting, and 
the most wonderful collection of 
nature prints in America, in- 
cluding animals. Unexcelled for 
advertising purposes. Samples 
will be mailed gladly upon re- 
quest, with prices. Specify any 
material you need. 


Illustration Department. 


DOUBLEDAY, PAGE & CO., 
133 East 16th St. NEW YORK 

















MISCELLANEOUS WANTS 





OUNG MEN AND WOMEN ot apility who 

seek positions as adwritersand ad managers 
should use the classified columns of PRINTERS’ 
INK, the business journal for advertisers, pub- 
lished weekly at 12 West 31st St., New York. 
Such advertisements will be inserted at 20 cents 
a line, six words tothe line. PRINTERS’ INK is 
the best school for advertisers, and it reaches 
every week more employing advertisers than 
any other publication in the United States. 








PATENTS 











PATENTS that PROTECT 
Our 3 books for inventors mailed on receipt 
of 6 cts. stamps. R. 8. & A. B. LACEY, 
Washington, D.C. Established 1869. 

















i, 


Lofts and 
Offices for Rent 











Suitable for Advertising 

or Publishers’ business, 

size 63 x 85 feet, located 

above Branch post office 
at 


110, 112, 114 W. 32d St. 


with steam heat, freight 
and passenger elevators. 


For particulars apply to 


Thomas & Eckerson 
35 West 30th St., N. Y. City 

















POSITIONS WANTED 


Advertisement writer, a recent 
graduate of an advertising school, wishes to get 
practical experience. Address ‘*M. T.," care 
Printers’ Ink 

DWRITER, ambitious young man, Powell 

yraduate, desires position with growth op- 
portunity. Consider any location. Glad to sub- 
mit specimen work, Address “ORIGINAL,” 
care Printers’ Ink. 








Stenographer—{°°" educ ation, intelli- 


gent, active worker, de- 
sires position where she can advance. Ad- 
dress MI>S STANLEY, 605 Madison Ave., 
N. Y., 'Phone, 2993 Plaza. 





DVERTISING WRITER AND MANAes 

GER of wide experience wants position. 
Forceful writer, been at it twelve years, knows 
engraving and can estimate printing to a dot. 
Addre ss “P.,” care Printer’s Ink. 





DVERTISING MANAGER—Man qualified 

to direct the general advertising of firm or 
corporation, is open for engagement. Can give 
part of his time,if desired. Philadelphia or 
vicinity preferred. References of the best. 
“PF. W. HL," care Printers’ Ink. 





If you have a permanent posi- 
tion open for an advertisem+1 t wr:ter it is likely 
I can tell you something worthy o consideration. 
At least no harm will result trom making in- 
quiry, Address ‘ 444," care P:inters’ Ink. 








E’ 
ton 


pre! 
bus 


con 
Of 
eve 


fre 
sa 


pr 
ca 


P 








nt 


sing 
ess, 
ted 


hice 


PRINTERS’ INK. 65 


 cbgremonebetr ed advertising solicitor, at pres- 
ent connected with tradé publication, desires 
to make immediate change. Eastern territory 
preferred. I ama good man, have got a raft of 
business for my publication, Let me tell you 
my story. ‘O. K.,’’ care Printers’ Ink, 2 Bea- 
con Street, Boston, Mass. 


Advertising Sales Manager 
Of 15 years’ successtul «experience in almost 
everything advertisable, is open to proposition 
from agency or large adve.tiser. Can show 
sales record of $1.000,000a vear for one con- 
cern. Accustomed to handling large appro 
priations, planning and conducting entise sales 
campa gn. Satisfactory references and com- 
p'ete show down in interview. P.V. BOX 352, 
Philadelphia, Pa. 








SOME FIRM NEEDS ME 


Six years’ experience in SELLING and 
ADVERTISING qualifies me for bigger 
work than I'm doing. Am 25, unmarried, 
and high school graduate. Made good as 
salesman with large N. Y. company and am 
now their assistant advertising manager, 
Famili«tr wth details of sales promot:on, 
advertising and mail order work. Am a ca- 
pable executive, used to getting results, 
My references will satisfy you. Address, 
“ MADE GOOD,” care Printers’ Ink. 


























PRESS CLIPPINGS 





RQOMEIEE'S PRESS CLIPPING BUREAU, 
110.112 West 26th Street, New York City: 
sends newspaper clippings on any subject in 
which you may be interested. Most reliable 
Bureau. Write for circular and terms. 











The Man Look- 
ing for the Position 

The Manufac- 
turer Looking for an 
Advertising Man 
Can get together through 
Printers’ Ink. A dozen 
prominent advertisers want 
high-priced advertising 
managers now—read their 
ads in Printers’ INK. 
Every live advertising man 
who wants another posi- 
tion makes his wants 
known through PRINTERS’ 
INK. 

If you want a position 
or want to employ an ad- 
vertising man, try a PRINT- 
ers’ Ink Classified ad. 




















PRINTING 
1000 assorted colored circulars 
size 31g x 54, sent prepaid 75¢. 


_. _ Good work RIVERSIDE 
PRESS, Dept. 4, Hackensack, N. J. 





you share with us the economy of our loca- 
tion. Our tacilities insure perfect work. 
Prompt estimates on letter-heads, factory forms 
and bouklets in large quantities. THE BOUL- 
TON PRESS, drawer 98, Cuba, N. Y. 

ENERKAL PRINTING, cata.ogue and voun- 

let work—Unusual facilities for large orders 
—monotype and linotype machines—large hand 
composing room, four-color rotary, cylinder, 
perfecting, job and embossing presses, etc., etc. 
Original ideas, good workmanship, economy, 
promptness. Opportunity to estimate solicited. 
THE WINTHROP PRESS, 419 Lafayette St., 
New York. 














PUBLISHING BUSINESS OPPORTUNITY 
Florida Publishi Busi: 


For sale. Inciudes weekly county paper; book 
and job printing outfit; up-to-date equipment, 
including Monotype anc new presses. Old estab- 
lished business. Deland capital, Volusia county, 
heart Orange belt; John B, Stetson University. 
Fine opportunity for man who wishes to grow 
with Fiorida. GOULD REALTY COMPANY, 
Deland, Florida, 











Trade Paper 
Opportunity 


If you can command 
$100,000 cash and are 
thoroughly experienced in 
the publishing business, 
you can buy 51% of a great 
business which needs new 
blood. Present owner 
would remain as advisor if 
desired. This chance 
should appeal to young 
publisher who desires a 
career. Can be disclosed 
only to those qualified as 


above. P 


HARRIS-DIBBLE COMPANY 


253 BROADWAY NEW YORK 





TRADE-MARKS 





RADE-MARKS registered in U. S. Patent 

Office. Names of publications are registrable 
trade-marks under conditions. Booklet relating 
to trade-mark protection mailed on request. 
BEELER & ROBB, Trade-mark Lawyers, 111 
112 McGill Bldg., Washington, D. C, 





PRINTERS’ 
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Business Going Out 














Lord & Taylor, who have been making 
requests of New York state papers for 
rates, in anticipation of a campaign, 
have decided not to carry it out. 


The Bankers & Merchants’ Adv. 
Agency, New York, is placing some 
newspaper copy for the Reborn Shoulder 
Brace Company. 


Frank Seaman, New York, is sending 
out orders and copy to newspapers for 
Curtice Bros. Blue Label Ketchup. 


Andrews & Coupé, New York, have 
sent out to special representatives a 
large circular announcing that $100,000 
will be spent for the advertising of the 
“Onoto” fountain pen. A complete list 
of publications to be used and the 
amount spent with each is given. 


Dauchy & Co., New York, is sending 
out additional copy for Allen’s Foot- 
Ease. 


The American Telephone & Telegraph 
Company is placing copy and orders 
through the Morris Adv. Agency, of 
Philadelphia. 





The Marquette Cement Manufactur- 
ing Company, LaSalle, Ill., has doubled 
its copy to 200 lines 4 times a week 
in a list of ninety daily newspapers in 
Illinois, Wisconsin, Iowa and Minne- 
sota. The business is being handled by 
Kaufman & Handy Company, Chicago. 





Chas. H. Fuller, Chicago, is placing 
2,000 lines on the Coast for the Make- 
Man Tablet Company, also of Chicago. 





The Dwinell-Wright Company is using 
1,400 lines in the Western newspapers 
through A. T. Bond. 


N. W. Ayer & Son, Philadelphia, are 
sending out orders to newspapers in 
the Middle West amounting to 1,800 
lines, for the Stein-Bloch Company. 





W. RB. Jones, Binghamton, N. Y., is 
using 500 inches in the Southwest for 
Dr. Howard. 





Williams & Cunnyngham, Chicago, are 
placing contracts for 10,000 lines, on 
the Coast, for Quaker Oats. 


The La Cottell Company is placing 
2,000 lines in the West through the 
Snitzler Agency, of Chicago. 





The Massengale Agency, Atlanta, Ga., 
is sending out 5,000 lines to Southern 
papers for the R. L. Christian Brewing 
Company. 


ee 


Ballard & Alverd, New York, are 
sending out orders to newspapers for the 
Crown Perfumery Company. 








H. Kaufman & Handy Company, Chi- 
cago, are making yearly contracts with 
one paper in each of 120 Middle West- 
ern towns for Respess & Co. 


The Centaur Company (Castoria) is 
sending out orders to newspapers for 
30 inches a week for 10 weeks. 


The Morse International Agency, 
New York, is sending out copy for the 
Rumford Chemical Works, Providence, 
R. I, 


F. Williams, New York, is sending 
out orders to newspapers in the South- 
west for 10,000 lines to be used for 
Salada India Tea. 


E, S. Wells, Jersey City, N. J., is 
sending out orders to Southern papers 
only. Business is placea direct. 


C. H. Rowan, London, Canada, is 
sending out small t. f. orders to news- 
papers through the Stanley Day Agency, 
New Market, N. J 


Kaufman & Handy Company, Chi- 
cago, is using large cities and small 
towns on the Pacific Coast for the 
“Puck” 5c. Cigar. Orders amount to 
15,000 lines. 

SS ee 


PHILADELPHIA NOTES. 
Litby & Sons, Inc., of Camden, N. J., 


are asking for rates in papers in smaller 
cities, 





_ The Philadelphia Advertising Bureau 
is asking for rates in Pennsylvania 
papers. 


The Dr. Brown Company, of Tenth 
and Arch streets, Philadelphia, is asking 
for rates. 


The Frank Presbrey Advertising 
Agency of New York is sending out 
orders for the Natural Food Company 
business to papers in Pennsylvania. 





Walt McDougall, the well-known car- 
toonist, is enlarging his advertising 
agency force and branching out into 
general business. One account which 
he is handling with newspapers and 
trade magazines is that of the Keystone 
Grease Company of Philadelphia, for 
which copy is going out regularly. 





Copy for Cugley & Mullen, extensive 
dealers in live animals of all kinds in 
the Quaker City, is going out to maga- 
zines from the Ireland Agency of this 
city. 





Copy advertising baseball shoes for 
the Claflin Shoe Company is being sent 
out to sporting publications generally 
from the Ireland Agency. 
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The Philadelphia Advertising Bureau 
js getting up an elaborate book for the 
Knights Templar of Pennsylvania. _ it 
will be a handsomely illustrated edition 
and will contain much historical and 

rsonal data of interest to the Masonic 
Fraternity. The book will also contain 
high-grade advertisements. 


The Percy K. Frowert Agency is 
sending out magazine copy, the cam- 
paign including the Saturday Evening 
Post, for the Peerless Whittler Company 
of 1 West Thirty-fourth street, manu- 
facturers of a unique patent device for 
sharpening lead pencils without eer | 
the lead. The Frowert Agency wil 
also conduct the opening campaign for 
the Ranier Automobile which is about 
to be introduced in this city. The 
Frowert Agency has heretofore handled 
the business for the Pierce Arrow Car 
through its Philadelphia agent—the Foss- 
Hughes Company, and will continue to 
do so. They generally use large news- 
paper copy. 


Three Philadelphia papers, the Bulle- 
tin, North American and German Ga- 
zette, are running 14,000 line. contracts 
for the Van Camp Beans, copy coming 
from Lord & Thomas. 


Quaker Oats copy from Lord & 
Thomas is appearing in the Philadelphia 
Bulletin, Telegraph, Record and the 
German Gazette, as part of a 20,000 line 
contract. 

———+o--—__—_— 


BOSTON ITEMS. 





The Shumway Agency is placing 35 
line copy for the Willowcraft Shops, 
Arlington, Mass., in a few class pub- 
lications. 


The Lovett-Chandler Company, 6 
Beacon street, is handling the appro- 
priation for the Gem Bug Killer. a 
and weekly newspapers are to be used. 


The H. B. Humphrey Company is 
sending orders to a list of New England 
papers for H. Traiser & Co., exploiting 
the Pippins Cigar. 





Wood, Putnam & Wood are placing 
renewal orders for three-inch single 
column ads running one year for the 
Waitt & Bond Company, manufacturers 
of the Blackstone and Totem Cigars. 
In addition to the renewals several more 
newspapers in New England are being 
added to the list. 


The Boston & Maine Railroad is 
placing contracts direct with general 
publications. The copy is on the ad- 
vertising of its summer tours. 





The Car enter-Morton Company is 
placing reading notices direct with the 
New England dailies and weeklies. 


A. D. Brown, of the American 
Motor Company, Brockton, Mass., is 
making exchange arrangements with 
many of the general magazines. 





_ The F. P. Shumway Company is send- 
ing out orders to agricultural papers 
for the American Agricultural Chemical 
Company. The copy measures 24 inches. 





On Saturday, May 1st, the Boston 
Herald announced the discontinuance of 
its evening edition, and a decrease in 
rate from 30c to 25c a line. The other 
Boston papers are soliciting the sub- 
scriptions of the former readers of the 
Evening Herald. The Globe, Traveler 
and Transcript are using large copy in 
the other Boston papers for this pur- 
pose. 





The Portland Board of Trade is con- 
ducting a campaign through the Morse 
International Agency of New York. 
Fifty-six line copy is used in many of 
the leading magazines and metropolitan 
newspapers exploiting the summer re- 
sorts around Portland. 


The Walton Advertising and Printing 
Company has just closed a contract with 
the Wadsworth-Howland Company. <A 
paint for cement houses is to be adver- 
tised. Orders for full and quarter 
magazine pages have been sent to sev- 
era! publications as a trial campaign. 





The Case Shoe Company of Worcester 
has decided to become a general «d- 
vertiser and will send out orders shortly 
for large space in leading publications. 
The business is to be handled by the 
Walton Agency. 





The Sure-Lax Company is planning 
a general newspaper campaign in New 
England dailies. Three-inch double 
column space is to be used in all the 
leading dailies. Orders are to be sent 
out by the Lovett-Chandler Agency. 





The J. T. Wetherald Agency, 221 
Columbus avenue, continue to handle 
the advertising of Dr. Earl S. Sloan, 
Inc. The small orders recently placed 
direct were for their horse remedies, 
but the regular contracts for Sloan 
Liniment advertising are placed under 
the personal supervision of J. T. 
Wetherald. 


—_—_——— +e 
ST. LOUIS-KANSAS CITY NOTES. 


The C. J. Moffitt Medicine Company, 
St. Louis, Mo., will begin an extensive 
campaign in the Southern states this 
month for ‘Teethina.” A large list 
of small dailies, weeklies and religious 
publications will be used. The account 
will be handled this year by the Chi- 
cago office of the J. Walter Thompson 
Company. 





The Portable Mirror Company, St. 
Louis, Mo., advertising a newly patented 
men’s shaving mirror is conducting 
an advertising campaign in high-grade 
weekly magazines for May. Copy and 
orders for small space are going out 
through the St. Louis office of H. W 
Kastor & Sons. 





The St. Louis Dairy Company will 
shortly begin an advertising campaig 
for creating a demand for ‘Fer-mil-lac,’ 
a new milk food which they are put- 
ting on the market. An experimental 
campaign confined to the St. Louis 
newspapers will be started this month. 
Lord Thomas, Chicago, will place 
the advertising. 














68 


The Mesa Land & Trust Company, 
Kansas City, Mo., is using a large 
list of agricultural papers and weekly 
editions of dailies on a land advertis- 
ing campaign. H. W. Kastor & Sons’ 
Kansas City office is sending out copy 
and orders for 30 lines display, for 
May issues. 

The Magnetic Fish Bait Company, 
Republic, Mo., is sending out addi- 
tional orders to magazines, mail order 
and farm papers through Nelson Ches- 
man & Co. The copy has been in- 
creased to 28 lines. 

& Sons’ 


H. W. Kastor St. Louis 
office is putting out three time orders 
for A. Langell, St. Clair, Mich., ad- 
vertising a steam yacht. Seventy-line 
display copy is being used in the Sun- 
day editions of metropolitan dailies in 
the larger cities of the lake region. 

The advertising of the Absorene 
Manufacturing Company, St. Louis, 
Mo., makers of ‘“Absorene” and 
“H-R-H” carpet cleaner, formerly 
placed by the Humphrey Advertising 
Company, is now being handled by the 
Charles H. Fuller Company. 


The Standard Milling Company, New 
York, millers of “‘Ceresota” Flour, has 
begun a _ twelve-months’ outdoor cam- 
paign in St. Louis, E. St. Louis, and 
surrounding towns. Walls and painted 
bulletin boards are being used exten- 
sively. The advertising is being placed 
by the Thomas Cusack Company in this 
territory. 


The Ringen Stove Company, St. 
Louis, Mo., has made an_ appropria- 
tion covering a twelve months’ outdoor 
campaign in St. Louis. Painted sis- 
play bulletin boards will be used. The 
fhomas Cusack Company is handling 
the account. 

—_——_+ e+ —- 


The April meeting of the Ad-Men’s 
Club of Boston was held on the 28th 
at the Boston City Club. At this meet- 
ing a plan of reorganization which had 
been carefully prepared was adopted. 
The name of the new association is 
to be the Pilgrim Publicity Association. 
The objects of this new association are 
to assist in the advancement of New 
England by studying and improving the 
methods of promoting business through 
advertising; to serve as a publicity bu- 
reau for all New England business asso- 
ciations which may desire expert assist- 
ance on questions relating to advertis- 
ing and general publicity; to promote 
ae New England merchants and 
manufacturerers a thorough understand- 


ing of the power of good advertising 
when applied to the building up of 
business for individuals, corporations, 


cities, states or sections; and in other 
ways to assist in the development of 
New England’s commercial enterprises 
and its resources. 

New officers were elected as follows: 

President, George W. Coleman; vice- 
residents, George W. Gallup and Wm. 
M. Fairbanks; secretary, Carroll J. 
Swan; treasurer, Douglas N. Graves; 
executive committee, Henry B. Hum- 
phrey, Arthur B. Harlow, Walter L. 
Weeden. 
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A FREAK DISPLAY, 


SHELDON UNIVERSITY .Press 
Editor of Printers’ Ink: 

Did you know that Pears’ soap js 
capable of doing “infinite harm’? 
didn’t, until I had read the enclosed 
advertisement. 

The first paragraph of this ad_ says 
the very thing that the writer didn't 
mean. When the headline and the body 
of the text are read together, one gets 
the impression that Pears’ is something 
to be avoided: 


PEARS’ 

Soap, like books, should be chosen 
with discretion. Both are capable 
of infinite harm, 

The selection of Pears’ is a per- 
fect cheice and a safeguard against 
soap evils. 

Matchless for the complexion, 


This illustration shows the necessity 
for care in choosing the display line of 
an advertisement. The display should, 
when read by itself, say something and 
mean something. Then again, the dis- 
play should be selected so that it can 
be read in connection with the whole 
advertisement and still make sense. 

Undoubtedly you have noticed that 
many ads like this one of Pears’ contain 
display lines which either destroy the 
meaning or weaken the strength of the 
announcement, 

Joun A. Murpny. 











MAY, 16¢ 
““‘MADE IN NEW ENGLAND” 
@ ‘As you dispense that tremendous power, 
the purchasing abi‘ity of the New England 
purse—an item that makes the mouths of the 
world water—it is not narrowness, but good 
economy, good common sense, and good feel- 
ing, to stop and think and see toit that your 
own business interests,the prosperity of your 
own section, receives at least its due share 
of the wealth that you distribute.” 

—New England Magazine 























Press 


Soap is 
m”? J 
enclosed 
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Appreciation 








Advertisers and publishers have shown their 
appreciation of Printers’ INk’s efforts to 
produce a journal of positive value—in the 
most practical manner—by their financial 
support. 


Printers’ INK has shown over 100 per cent 
gain in paid subscriptions in nine months. 


The average increase,in net paid display ad- 
vertising for nine months is over 350 per cent. 


The FIVE issues of April, 1908, carried 43 


pages display advertising. 


The FOUR issues of April, 1909, carried 
135 pages display advertising—a gain of 312 
per cent. 


Every line net cash at card rates—and from 
the greatest and most successful magazines, 
newspapers, advertising agents, etc. in 
America. 


No other trade journal or publication of gen- 
eral interest has ever shown greater increases 
in the same length of time. 








Printers’ Ink Publishing Co. 


12 West 31st Street New York 
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Corpus 
Christi 


Herald 


Leading Morning Paper of 
Southwest Texas Gulf Coast 
‘*THE NEW COUNTRY’”’ 


The Herald has passed its 
first year successfully and 
is ready for new business 


Write for contract rates 








W. BARRAN LEWIS 
PUBLISHER 


Corpus Christi Texas 














DOES THIS EXPERIENCE DOVETAIL 

WITH YOUR REQUIREMENTS? 

For about 2% years have been with 
one of the best-known _ advertising 
agencies in the country. Part of the 
time was copy-writer, but most of the 
time was manager of the agency's Copy, 
Art and Mechanical Departments—the 
responsible head of the entire Service 
end of the business. My desk was tlie 
“storm center” of the shop. Tha: 1 
made good the president of the agency 
will doubtless tell anyone who asks. 
New, owing to conditions, am oper to 
engagec:ent. 

An Advertising Agency 
desiring a copy man, a head fer the 
Service department, an organizer of a 
Service department, or a man who can 
take up with clients or prospective 
clients the matters of Plans, Copy, 
Mediums, etc., might find profitable use 


for me. 

A Print Shop 
having a Service department o- desiriig 
to organize one fon make it contribute 
to the growth of the business might 
tind profitable use for me. 

An Advertiser 
desiring an advertising manager and 
realizing the value of an agency ex- 
perience might find profitable use for me. 

But— 
an interview is the only means vf reach- 
ing a satisfactory conclusion as_ to 
whether I will fit without 


wrinkles. 
New York City preferred. 


Address 
X. Y. Z., care Printers’ Inx, 12 W. 
81st St., "New York. 


AWARDS 
AD-SLOGAN CONTEST 








JOHNSON’S 
SHAVING CREAM 
SOAP 


Ist PRIZE—$100.00 
“* Sells ‘cause it excels.” 
F.G. Bolton, 699 Manhattan Ave. 
Brooklyn, N. Y. 





$10.00 AWARDS 


“Billows of lather and oceans of 
comfort.” 


R. E. Welsh, Altoona, Pa. 





“A mile of shaves i ina five-inch 
tui 


Geo, A. Clark, Westfield, N. J. 











JOHNSON & JOHNSON, 
New Brunswick, N. J. 























Meet Publishers 
and Advertisers 
in New York 


Scarcely a day when there 
is not a dozen or so lunching 
at the Grand Hotel at 31st 
street, and Broadway. 
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Net Circulation 








Every copy of Printers’ Ink is read 
by someone a publisher wants to reach. 
Every Printers’ Ink reader directly 
or indirectly influences the expenditure 
of an advertising appropriation. 

There is no other publication in any 
class that so thoroughly covers its field. 
Everyone worth talking to about your 
publication can be reached through 
PRINTERS’ INK. 

And the rates are the lowest, quality 
and quantity of circulation considered, of 


any class or trade publication. 








PRINTERS’ INK PUBLISHING CO. 
12 West Thirty-first Street, New York 
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No Duplication 


Women are usually guided by 
but one Fashion Magazine—take no 
others. 


Dry-goods merchants who sell “The 
Delineator”’ do not sell any other Fash- 
ion Magazines. 


Dry-goods merchants who sell 
“The Designer’ do not sell other 
Fashion Magazines. 


Nor do dry-goods merchants who sell 
the “New Idea Woman’s Magazine” 
sell other Fashion Magazines. 


Consequently, there is little chance 
for duplication in Butterick circulation 
—-practically none. 


LV 7G of Advertising Lact 


Butterick Building 
New York City 


F. H. Rausten, Western Adv. Mgr., First Nat'l Bank Bldg., Chicago, II. 


Ask Our Advertisers 
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